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House Postal Committee 
Hears 7-Point Statement 
by ‘Digest’s’ A. L. Cole 


March 16—The 
Post Office Department errs in 
thinking—and saying—that second 
class postal costs have increased 
100% since 1929, that there is no 
justification for special second 
class, and that publishers have 
boosted prices from 100% to 300% 
and have never been more prosper- 
ous, 

That was the direct rebuttal laid 
down this morning by A. L. Cole, 
business manager of Reader's Di- 
gest, representing both his publica- 
tion and the National Assn. of 
Magazine Publishers, before the 
House committee on post office 
and civil service. It was the maga- 
zine publishers’ most fact-packed 
attack to date against higher postal 
rates. 


WASHINGTON, 


e Actually, said Mr. 
are: 

1. The cost of handling a piece 
of second class mail is 28% higher 
than in 1929, when the rates were 
last advanced, and the cost per 
pound is 34% higher for second 
class. Why the 100% increase?, 
Mr. Cole asked, pointing out that 
the reason costs rose only 30%, in 
spite of larger increases in salaries 


Cole, the facts 


Advertising Age i 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ul., under the act of March 3, 1879. Copyright, 1951, by Advertising Publications, Inc. 


HE NATIONAL NEWSPAPER OF MARKETING 


Magazines Make Strongest Attack 
on Plan to Hike Second Class Rates 


and other costs, is because of the 
increase in post office volume in 
the past 20 years. 

2. The policy embodied in the act 
of 1879, still valid today, is that it 
is in the public interest to main- 
tain low postal rates to make pos- 
sible low prices for publications so 
that as many people as possible 
may read them. 

3. Publishers are not as prosper- 
ous as the Postmaster General sup- 
poses. Mr. Cole noted that in 1948, 
when the Post Office was pressing 
for a 25% increase, it called it the 
“maximum amount of additional 
postage that should be required to 
be paid...” Magazines, the NAMP 
spokesman said, were more pros- 
perous in 1948 than last year. 


e He then pointed out that an ex- 
amination by Peat, Marwick, Mit- 
chell & Co. of 114 magazines, 
showed that these magazines re-| 
ceived 37% more in 1950 per page 
printed than in the 1935-39 base 
period. Not only have costs gone 
up in magazine publishing as in the 
Post Office Depariment, but prof- 
its before taxes in 1950 were less 
than half what they were in ‘45. 
Net profits for this group have 
dropped steadily since 1946, reach- 
ing 4.3% in 1950. A chart showed 
that the profits would have been 
2.2% had the proposed rate in- 
(Continued on Page 73) 


That's Crisp’s Advice 
at Marketing Meeting 
of Management Assn. 


New York, March 14—Civilian 
output will continue on a relative- 
ly high level, despite defense pro- 
duction, and the maintenance of 
normal markets will continue to be 
a major task of business, members 


In This Issue 
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New Marketing Opportunities Offered 
During Defense Production Period 


of American Management Assn. 
were told at a two-day marketing 
conference here this week. 

In particular, continued maxi- 
mum promotion during mobiliza- 
tion was urged, and manufacturers 
were warned against allocating 
merchandise on the basis of out- 
moded distribution patterns. 


“A period of frozen—or at least | 


frosted—selling can be a price- 
less opportunity to strengthen your 
position for the future,” Richard 
D. Crisp, director of research of 
Tatham-Laird, Chicago, declared. 


es “Rigid and arbitrary bases for 
allocating merchandise during 
periods of shortages tend to freeze 
existing patterns and perpetuate 
weaknesses,” Mr. Crisp _ said. 
“When your basis of allocation 
makes no allowance for the shifts 
which are taking place in the mar- 
ket for your product, such alloca- 
tions can contribute in an impor- 
tant way to a competitive weak- 
ness for your company. 

“I know of one company with 
sales near the billion-dollar mark, 
which allocated sales during 
World War II on the basis of 1930 
population figures. No allowance 
was made for consumption varia- 


59 tions nor for population shifts. 


“This entire area of allocation 
of product, sales emphasis by prod- 
ucts and by areas, and adjustments 
for shifting market conditions, 

(Continued on Page 8) 


TODAY IN BOSTON. U.S.A... 
iHE BELLS OF SHANDON RING 
AS WE 


CELEBRATE 


Company we vend you our warmest greenags 
a we celebrate our Golden Year of Good. Will, 


“Coad Mile Failte! 


. ‘akin 


ho Golden Year of Good Will” 


INTERNATIONAL — Jordan Marsh Co., 
Boston, ran this ad in Dublin newspapers 
in a good will gesture. 


Jordan Marsh Runs 
a Friendly Ad in 
Irish Newspapers 


DUBLIN, IRELAND, March 14—An 
outstanding example of how ad- 
vertising can be used to develop 
pleasant international relations is 
exemplified by Jordan Marsh Co., 
Boston. As part of its centenary 
celebration, the department store 
is conducting a series of tributes 
to foreign countries doing business 
with Jordan's during 1951. 

Recently, Jordan's used space in 
all Dublin daily newspapers over 

(Continued on Page 4) 
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Television Robs Audience from Radio, 
ANA Insists in Time Value Study 


Ad Funds Scant, 
BSF&D Resigns 
Potato Account 


New York, March 15—After 16 
years of handling the State of 
Maine potato industry program, 
Brooke, Smith, French & Dor- 
rance has resigned the account. 

In his letter of resignation, 
Sturges Dorrance, BSF&D chair- 
man, said: “It is sad to see the 
disastrous effect that the present 
government support program has 
had on our markets over the past 
few years... 

“With our Maine potato growers 


‘of National 


willing to dump potatoes at the U. | 


S. government support price, it 
has been difficult for our brokers 
and wholesalers to get supplies at 
anywhere near competitive prices 
in many of our normally impor- 
tant terminal markets. The ill will 
that has been generated 
trade is going to take 
overcome.” 


| NBC and 


ured in 
| originai 
in the} 
time to 


e Following a lengthy review of | 


the period in which BSF&D has 
handled the account, Mr. Dorrance 
noted that the average expenditure 
for all media and ad materials has 
been only $79,207 per year 


since 1936—a total of $1,267,312 for | 
media, materials and merchandis-| 


ing and service fees. 

“This,” he declared, “is not 
quite half of what Florida spends 
on its citrus crop in a single year 
and about one-fourth of what Cal- 
ifornia spends on its citrus promo- 
tion each season. Yet Maine has 
made an indelible impression on 
the national markets for a very 
meager amount of money, an 

(Continued on Page 77) 


Last Minute News Flashes 


Lever Boosts Ketner: Sandberg Joins JWT 


New York, March 16—David C. Ketner, brand manager at 


Lever 


Bros. Co., has been named vice-president in charge of advertising for 
the Pepsodent division. He replaces John Sandberg, who resigned re- 
cently (AA, Feb. 26). Mr. Sandberg has just joined J. Walter Thomp- 
son Co. in Chicago as an account executive. 


Clinton Sets Drive for New Toucans Orange Juice 


DUNEDIN, 


Fia., March 16—Juice Industries division of Clinton Foods 
Inc. has come up with a new product—Toucans. A condensed orange 
juice, being introduced market by market with large-size newspaper 


advertising, Toucans bows this week in St. Louis, Indianapolis, Chi- 


cago and Detroit. The product bows in New York 


and Philadelphia 


about April 1. An 18-oz. can (selling at about 23¢) will give the con- 
sumer 36 ounces of juice by the addition of water. Condensing is touted 


to give Toucans superior self-life, better flavor and eliminates the 


need for refrigeration. L. W. Ramsey Co., Chicago, is the agency. 


Welch’s New Wine to Bow April 9 in New York 

New York, March 16—Quality Importers Inc. will introduce Welch 
Grape Juice Co.’s new sweet wine in the local metropolitan market 
April 9, with full-page ads in five New York dailies—Journal-Ameri- 


can, News, Times, Herald Tribune and Worid-Telegram & Sun. Smaller 
space will be used weekly thereafter, through August. Car cards also 
will be used and radio spots are being considered. A] Paul Lefton Co. 


is the agency. 


(Additional News Flashes on Page 77) 


New York. March 15—The Assn. 
Advertisers has re- 
leased a supplement updating its 
study of television's inroads on 
radio’s audience and resultant de- 
creases in “relative time values.” 

Like the original r-port pub- 
lished last July, the supplement 
was prepared by ANA'’s radio- 
television committee from Nielsen 
and Hooper data. That study was 
credited with inspiring National 
Broadcasting Co.’s thwarted (by 
stations) attempt to lower night- 
time rates in TV cities. 

The updated version offers net- 
work radio even less comfort than 
its predecessor. 

Basic data has been brought for- 
ward in the supplement to No- 
vember, 1950; estimates of rela- 
tive radio time values are as of 
April 1, 1951. 


@ The supplement suggests that 
TV has lowered the value of night- 
time radio 19.2% in the case of 
19.4% in the case of 
CBS—the only two networks fig- 

the calculations. The 
study, based largely on 
March-April, 1950, figures, put 
the “reeducation in relative value” 
of both radio networks at 14.9% 

Explaining its calculation, 
ANA report stated: 

“No trade group should attempt 
to dictate to the radio stations and 
networks a formula for pricing 
radio time. However, it is only 
appropriate that advertisers, in 
making plans for the effective 
marshaling of their advertising 
expenditures, should wish to keep 
track of trends in the value of 
radio time. And in doing so, it is 
appropriate and possible to dem- 
onstrate how television is altering 
that value... 


the 


@ “Three methods of approaching 
the problem on a local basis were 
considered in the original report 
and reasons were given for re- 
jecting the following two: 

“1. Calculation based on de- 
cline in nighttime radio sets-in- 
use. 

“2. Calculation based on decline 
in average nighttime ratings of in- 
dividua] stations in their 50-mile 
zones. 

“The method shasetes to mem- 
bers for measuring relative radio 
time values is based on the simple 
arithmetic growth of television 
homes. It employs standard data 
that are local and can be kept 
current...It does not affect time 
values in non-TV cities.” 

The association is convinced 
that “each new TV installation 
signifies, for all practical purposes, 
the virtual elimination of one 
more home from the total of 
actual or potential radio listening 
during evening broadcast hours.” 


es Though it admits “ 
of course, 


there still is, 
some slight degree of 
evening radio listening in TV 
homes,” in its calculations it valu- 
ates such listening at zero. 
The method followed in making 
the detailed computation was de- 
(Continued on Page 76) 
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Treasury Department Outlines Plans 
for Stepped-Up E Bond Promotion 


WASHINGTON, March 15—Re- 
jecting the suggestion that E 
bonds are going to be hard to sell, 
treasury officials told the House 
appropriations committee today 
that they are preparing an im- 
mediate step-up in bond promo- 
tions 

To this end, Secretary John 
Snyder revealed that an emergen- 
cy fund of $600,000 has been 
turned over to the bond staff for 
preparations during the next four 
months and that the $4,400,000 pro- 
motion fund planned for 1952 is to 
be supplemented with another $3,- 
300,000 

Part of the step-up is to explain 
the refinancing plan the treasury 
hopes to introduce as the first of 
the wartime defense bonds begin 
to mature this May. 

In addition, the treasury expects 
to intensify its payroll savings 
drive. One official said the govern- 
ment may try to double payroll 


savings enrollment in 1952. 


@ The treasury’s defense of the 
E bond came after Rep. Vaughn 
Gary (D., Va.) reported that bank- 
ers in his district say they are 
hesitating to recommend E bonds 
as a prudent investment. 

Leon Markham, the Treasury 
Department's director of sales, 
pointed out that the dollar taken 
from bonds at maturity “is the 
same as a dollar taken out of a 
bank account; the same dollar tak- 
en out of an insurance policy, or 
any similar type of savings or in- 
vestment. It still pays off a dollar 
of debt, and it is the dollar with 
which we are doing business at 
that time.” 

He said the resistance to bonds 
is chiefly among bankers, corpora- 
tion executives and other top 
echelon executives who must be 
considered “investors” rather than 
“savers.” 


“When you say the people are 
hesitant, I want to know who we 
mean by the people,” Mr. Mark- 
ham said. “The boss man maybe, 
but are the 10,000 employes in the 
plant?” 


@ Reporting marked success in 
payroll savings’ drives recently 
staged at a number of large plants, 
he said: “Here is a program which 
the factory worker can start today 
with $2 or $3. It is a program he 
likes. To him it is just a good sav- 
ings program. It is not an invest- 
ment program. 

“A saver who buys E bonds from 
payroll savings allotments of $3 to 
$5 a week does one of two things 
with his money,” Mr. Markham 
pointed out. “He either saves it or 
spends ijt. 

“The value of the things he buys, 
should he elect to spend it, cer- 
tainly depreciates rapidly. He 
can buy an automobile, refriger- 
ator or what have you, and surely 
he will get some use out of it; but 
what is it worth, not ten years 
from now, but two years from now? 


Prominent Users of 


The new Lake Street headquarters for 
Kuppenheimer Clothes in Chicago, 
embody many features of advanced 
industrial design, making the plant one 
of the finest of its kind in the country. 


Do your company’s 
plans for modernization 
include its letterhead? 


Strathmore Letterhead Papers: No. 92 of a Series 


When a company is expanding and modernizing its production facilities, it 


is time to review all the details of the business...to consider their adequacy 


in relation to the new, impressive picture that the firm wishes to convey. 


B. Kuppenheimer & Co. Inc., understanding the importance of complete 


coordination of their modernizing plans, created their new letterhead on 


Strathmore paper. in keeping with the quality clothing they manufacture, 


and representative of their impressive corporate character. 


Don’t overlook this important part of your business. Review your letter- 


head: Is it expressive of your company’s reputation...style...stability? 


Is the design modern, interesting, distinctive? Is the paper selected in a 


character, weight and surface right for the purpose? 


Have your sup- 


plier submit new designs on Strathmore letterhead papers so that you can 


discover for yourself how expressive a quality paper can really be. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 


Bond, Alexandra 


Brilliant, Bay 


Path Bond, 


Strathmore 


Writing. 


Bond. 


Strathmore 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


“So it is a case of spending or 
saving, and when I look at the 
various types of saving, I see 
there are few programs which en- 
able the worker in the plant to be- 
gin now with $2 or $3. He will not 
go to the bank with $2 or $3 to 
open an account; he says: ‘I'll 
wait until I have $25 or $50.’ But 
he never gets it.” 

Earlier, Secretary Snyder out- 
lined the refinancing plan for E 
bonds which the Treasury De- 
partment plans to introduce as $1.1 
billion of World War II bonds 
come due this year. Under this 
plan bond holders are encouraged 
to keep the securities an additional 
ten years. 

Mr. Markham reported that $50 
billion of E, F and G bonds are in 
the hands of individuals, includ- 
ing $34.5 billion of E bonds, and 
that E bond maturities reach a 
peak of nearly $6 billion in 1954. 


s During 1950, E bonds sold at a 
rate of about $300,000,000 monthly. 
While total E bond redemptions 
exceeded sales for the year, 84.5% 
of the bonds sold in 1950 remained 
in the hands of the buyers. 

In recent months payroll sav- 
ings has been introduced in 3,600 
new companies employing 750,- 
000 persons. Markham told the 
committee that a recent drive 
among 100,000 employes of Car- 
negie-Illinois Steel Co. built par- 
ticipation from 18% to 77%. Simi- 
lar drives at B. F. Goodrich en- 
rolled 83.3% of 40,000 employes, 
and a drive at Goodyear signed 
70% of 45,000 persons. 

In the new promotions the Treas- 
ury Department hopes to have the 
services of the entire sales staff of 
Metropolitan Life Insurance Co., 
and of sales executives’ clubs 


Advertising Age, March 19, 1951 


app 


pleasant surprises 


LOCAL SLANT—Community jewelers get 
a boost in this color page scheduled for 
Le Samedi, Life, Life International, Read- 
er’s Digest (English and French), The Sat- 


| urday Evening Post and Time (Canadian). 


Foote, Cone & Belding International is 
the agency. 


throughout the country. The drive 
will include 2,000,000 “small busi- 
nesses” employing 15,000,000 per- 
sons. 


Household Elects MacDonald 


H. E. MacDonald, executive 
vice-president of Household Fi- 
nance Corp., Chicago, has been 


elected president of the company. 
He succeeds B. E. Henderson, who 
has been made chairman of the 
board. Arthur R. Dana, vice-presi- 
dent, has oeen named Ist vice- 
president. 


Boynton Agency Moves 

Stanley G. Boynton & Son has 
moved to new quarters at 159 
Pierce St., Birmingham, Mich., a 
suburb of Detroit. 


“This is the size we aie rm the 


Growing Greensboro Market!" 


MARKET DATA IN AN EGGSHELL: The Greensboro 12- 
County ABC Market, with ONE-SIXTH of North Carolina’s 
population accounts for ONE-FIFTH of the state’s retail sales 
and ONE-FIFTH of its food sales as well! Here in the South’s 
leading state, Greensboro is one of the most important distri- 
bution centers of the South* — and is the core of the rich 
12-County Growing Greensboro Market served daily by more 


than 
RECORD... 


100,000 copies of the GREENSBORO NEWS and 


The only medium with 70°/, coverage in the Greensboro 12-County 
ABC Area, and selling influence in over half of North Carolina! 


*Federal Reserve Bank of Richmond 


Sales Management Figures 


Greensboro © 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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Packaged goods or big units, it gets 


the volume you want— 


You CAN SELL more retailers and 
more volume per retailer when 
your brand is one their custom- 
ers want to buy. To get retailers 
to take on your brand—and to 
keep it—your advertising should 
be planned and used to build a 
consumer franchise. It should 
deliver consumers at the store 
with an active preference for 
your brand. 

Token advertising is not 
enough. To impress retailers 
your advertising must impress 
their customers. It must win an 
important share of the day-to- 


day buying by consumers in the 


THE 


face of competitive promotion. 
The Chicago Tribune has worked 
out a procedure that answers the 
need of manufacturers to base 
their production and selling on ac- 
tual conditions at the retail level. 
It is tied into the retailer's 
need for greater volume and his 
increasing attention to self serv- 
ice and simplified inventories. 
Because it is in line with their 
thinking, the plan has the active 
support of retailers. It earns 
better store displays and shelf 
position. It gets greater effi- 
ciency from the work of your 


sales staff. It involves no special 


icago Tribune 


WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


Chicago New York City Detroit San Francie 


A W. Dreier E. P. Struhsacker WE. Bates 


1335 Tribune Tower 220 E. 42nd St Penobscot Bldg 155 Montgomery St 


MEMBER. FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Fitzpatrich A Chamberlin 


THE CHICAGO TRIBUNE 
| CONSUMER-FRANCHISE PLAN 


deals or discounts or prices. 

While the plan is geared in 
Chicago to the Chicago situation 
it can be used in any market. It 
applies to big units as well as to 
packaged goods. It is designed to 
get immediate sales volume. It 
can build the strong brand posi- 
tion on which you can rely for 
expansion. 

Here is the kind of a program 
that makes sense today. It is 
proved, Others have used it. You 
can put it to work for you. A 
Tribune representative will be 
glad to talk to you. Why not ask 


him to call? 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 
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Names George Hanel 

George C. Hanel, former copy 
supervisor in the Connecticut 
Light & Power Co. public rela- 
tions department, has been ap- 
pointed advertising manager for 
the utility company. Boardman G. 
Getsinger Jr., advertising copy- 
writer, succeeds Mr. Hanel as copy 
supervisor. 


| 


COPY AND 
CONSULTATION 
FOR AGENCIES 


U3 WEST 577 STREET NEW YORK 19 PL 7 6616 


Jordan Marsh Runs 
a Friendly Ad in 
Irish Newspapers 


(Continued from Page 1) 
the weekend to proclaim its Irish 
exhibits in conjunction with the 
celebration of St. Patrick’s Day 
in Ireland 

Jordan's is working in coopera- 
tion with the Cultural Relations 
Committee of Ireland. Irish prod- 
ucts and exhibits of Irish histor- 
ical and cultural interest will be 
shown at Jordan’s during “Irish 
Week.” 

Ads, carrying a message of good 
will “from the 1,000,000 Irishmen 
in the Boston area” to people in 
Dublin and vicinity, appeared in 
the Irish Independent, the Irish 
Press and the Irish Times 


@ To enhance the link of friend- 
ship between Boston and Dublin, 
each of the Irish papers is sending 
1,500 copies for free distribution 


in the Boston area. Also to be 
flown to Boston are 180,000 Irish 
shamrocks. And although the ex- 
port of money is limited, the Irish 
government has consented to the 
shipment of a quantity of new 
Irish half-penny pieces for dis- 
tribution to local Boston Irish or- 
ganizations. 

In addition, Sean MacBride, 
Minister of External Affairs, wil! 
fly to Boston to take part in a 
special luncheon meeting, after 
which he will leave on a tour of 
the U.S 


® The first in the series of tributes 
took place the week of Feb. 26 
when Jordan's saluted France. The 
store’s 15 major windows were de- 
voted exclusively to France and 
its products. 

Displays included: Christian 
Dior clothes, coutouriere fashions, 
hats and accessories, religious arti- 
cles, French books and _ prints, 
French fabrics, ceramic scene of 
Napoleon Bonaparte, Are de Tri- 
omphe, china, crystal, silver and 


A MORNING 143,894 


OKLAHOM 


jewels, French sports equipment 
and French influence in men's 
wear. 

In the store's interior, all avail- 
able niches and ledges were de- 
signed in the proper French motif; 
each department, where possible, 
had French merchandise promin- 
ently displayed. Blowup maps of 
France were placed over store ele- 
vators with the attached slogan, 
“Come to France at Jordan 
Marsh.” 


Snow Crop Promotes Vincent 

R. E. Vincent, national sales 
manager of Snow Crop Marketers, 
New York, division of Clinton 
Foods, has been named director of 
sales, a new post. Succeeding Mr. 
Vincent as national sales manager 
is Duncan Kelly, formerly sales 
manager of the West Coast divi- 
sion of the Marketers. Mr. Vincent 
will be responsible for over-all 
sales planning and operations in 
both the retail and institutional 
phases of the Marketers. Mr. Kelly 
will have responsibility for exe- 
cuting promotional and operating 
plans 


GOES INTO _~ 
MORE HOMES 


THE DAILY OKLAHOMAN 


AN & TIMES 
COMBINED 


258, 


764 


EVENING 114,870 W 


OKLAHOMA CITY TIMES 


The Southwest’s most widely | 
read Sunday Magazine! 


Locally Edited 


All figures from Publisher's A.B.C. 
statement, 


and Printed! 


September 30, 1950. 


— “WN agazine_ 


at. 


coverage 


Advertisers Report Amazing Sales on 
Everything from Women’s Wear to Dolls 


Ask your nearest Katz man to show you result stories 
of local retailers who have proven the selling power of 
the only Sunday magazine section that gives mass 


in the Oklahoma market. 


Represented By THE KATZ AGENCY, INC. 


THE OKLAHOMA PUBLISHING CO., THE FARMER-STOCKMAN e WKY e WKY-TV, OKLAHOMA CITY 


Advertising Age, March 19, 1951 


Musicians Union and 
AM, TV Networks 
Sign 3-Year Pacts 


New York, March 14—A threat- 
ened strike by Local 802 of New 
York and Local 47 of Los Angeles, 
American Federation of Musicians, 
failed to materialize this week 
when James C. Petrillo, AFM pres- 
ident, negotiated a new three- 
year contract with radio and tele- 
vision networks. 

Mr. Petrillo reported that the 
agreement calls for a 15% wage 
increase for staff musicians on net- 
work radio shows. This raise is 
retroactive to Feb. 1; 10% is ef- 
fective immediately and 5% is 
subject to approval by the Wage 
Stabilization Board. Network TV 
salaries—hitherto 95% of the AM 
scale—will equal those in radio 
in the future. Also included is a 
two-week vacation with pay for 
staff musicians. 


@ Telecasters agreed to pay 5% 
of the gross program revenue of 
all musical films produced espe- 
cially for television into the un- 
ion’s trust fund. Kinescopes of 
telecasis may be shown once on 
off-cable stations without payment 
of an additional fee to musicians. 
All major radio and TV net- 
works were included except Du- 
Mont, which will negotiate a sep- 
arate agreement with Loca] 802. 


RICHARD R. SMITH III 

CHICAGO, March 13—Richard R. 
“Dick” Smith III, 52, head of the 
Chicago public relations organiza- 
tion bearing his name, died today 
following a heart attack at Mercy- 
ville Hospital, Aurora, Ill., where 
he had been a patient for several 
weeks. 

A native of Momence, IIl., Mr 
Smith served in the AEF in the 
first World War, began his news- 
paper career in Kankakee and in 
the 1930s handled aviation pub- 
licity for American Airlines and 
United Airlines for seven years. 

For the past ten years he was 
publicity director of the Buda Co., 
Harvey, Ill., and served medical 
organizations in the fields of radi- 
ology and dermatology as well as 
truck and waterway organizations 
He was a founder of the Publicity 
Club of Chicago and a member of 
the Chicago Press Veterans Assn. 


ELMORE S. MURTHEY 

DELAND, Fia., March 14—El- 
more S. Murthey, 67, for many 
years eastern advertising manager 
of The American Boy, and who, 
until recently, covered New York 
state for Boy’s Life and was ad- 
vertising manager of the Quality 
Comic Group, died here today. He 
had moved to Florida recently 
from his former home in Mama- 
roneck, N. Y. 


Borden Appoints Three 

The chemical division of Bor- 
den Co., New York, has named 
Barton B. Wadsworth and Dr. 
Edward L. Kropa as divisional 
vice-presidents. Eugene J. Sulli- 
van, formerly assistant sales man- 
ager of specialty products, has been 
appointed sales manager of the 
company’s line of industrial ad- 
hesives. Mr. Wadsworth had been 
assistant general manager, and Dr. 
Kropa had been chemical director. 


Spree in South 


The farmer in the South has a 
daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 


SOUTH ERN FARMER 
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f * In 1950... The News carried 
| more Display Advertising ** 
| than any other newspaper *** 


anywhere in a single year... 


35,540,613 lines 
THE la NEWS**** 


, op» . , 
New York's Picture Newspaper 

% kk includes Sunday linage, daily image, full run, split run, 
sectional, upstaws, downstairs, and ail types of general 


advertising... 008s wot InciLDE legal notices, classified 
want-ads and undisplay classified 


% & & or any other publication 


% KM with twice as much circulation, daily and Sunday, as 
any other newspaper in America 
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Sets Local Root Beer Drive 

Portland Bottling Co., Portland, 
Ore., has begun an intensive news- 
paper campaign for Dad's Old 
Fashioned root beer, using 250- 
line ads, plus supplementary point 
of sale materials. Featured in the 
drive is an offer of a quart-size 
bottle of Dad's for 10¢ when pur- 
chased with the half-gallon size 
or six-bottle carton. Allen & 
Clenaghen, Portland, is handling 
the campaign. 


HIT THE IDEA JACKPOT! 

\ Zag) Use Stivers Studio Stock Mlustra 

4 l ‘ 

tions’ Select from thousands — pay 

L) Seed only $1 for those you use 
wi / ~ | Sersctly lomuted to recognized 
M/// _, | agencies and national Ad Mgrs 
Write today on business letter 
head for tree brochure and ‘use 


STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5. CALIF 
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Two More States Drop Ban 
on Yellow Margarine 
Connecticut and Delaware have 
dropped their prohibitions against 
yellow margarine. The addition of 
these two states decreases the list 
of states maintaining such bans to 
11. States which now bar the man- 


ufacture and sale of the colored 
product include Illinois, Iowa, 
Minnesota, Montana, New York, 


Oregon, Pennsylvania, South Da- 
kota, Vermont, Washington and 
Wisconsin 


IGA to Mark 25th Year 

Independent Grocers’ Alliance 
Distributing Co., Chicago, has an- 
nounced that IGA will celebrate 
its 25th anniversary with a con- 
vention at the Waldorf-Astoria 
Hotel, New York, during the week 
of Aug. 26. 


by KFAB. 


International Harvester Broadens Copy 
Appeal for Farmall Cub in Spring Drive 


Cuicaco, March 15—Interna- 
tional Harvester is using copy di- 
rected toward weekend farmers, 
estate owners and farmers with 
small acreage this spring to boost 
its Farmall Cub tractor, which re- 
tails for $650, f.0.b. Chicago 
(with standard equipment). 

Since the Cub was introduced 
in June, 1947, the bulk of Interna- 
tional Harvester advertising on the 
tractor has been concentrated in 
national farm publications. 

Copy has emphasized the idea 
that the Farmall Cub can be 
used both as a second tractor for 
larger farms and as a one-plow 


machine which will replace a team 
of horses or mules. Transporta- 
tion cards in commuter railroad 
trains also have featured the Cub 
as the ideal solution to the problem 
of maintaining the acreage sur- 
rounding country homes. 

This spring, however, the corn- 
pany is using The New Yorker in 
February, March and April. Copy 
and art will accent the “country 
living” flavor, and the wide vari- 
ety of jobs which the Cub will do 
when equipped with several of the 
25 McCormick implements de- 
signed for use with the tractor. 

In addition, Better Homes & Gar- 


By Harold Soderlund 


Sales Manager 


| KaRDniRe| 


Hush Puppy, Nebraska, is not on the map! But, it typifies hundreds 
of rural towns that are on the map in the Midwest Empire covered 


Surrounding each rural town in the KFAB area, are hundreds of 
farms. Responsible, educated, well-to-do families live on those farms. Like the rural town 
people and the city people, they listen to KFAB. But, unlike the city people, they do most 
of their shopping on Saturday afternoons. They speed to their favorite “Hush Puppy” and 
shop and visit, shop and visit. In towns of 1,000 population, the enthusiastic shoppers that 


pour into them, often number more than a thousand, and quickly, for a few hours, DOUBLE 


These farm families have money. They spend it for farm equipment, for food, for elec- 
trical appliances, cars and hundreds of daily essentials. They buy the things that make their 
work easier and their lives more enjoyable. 


You can send your advertising messages daily to many thousands of people who DOUBLE 
the population of hundreds of “Hush Puppies” in the Midwest Empire, by using the 50,000 
watt voice of KFAB. An announcement schedule is now available that will make it possible 
for you to reach ALL of the KFAB listeners. Let us know by phone or wire that you are 
interested and we'll quickly reply. 


So 


vw INTERNATIONAL HARVESTER 
ENTERTAINMENT— Country  living—New 
Yorker style—is the theme of copy run- 
ning in the magazine this spring. Inter- 
national Harvester is using a new copy 
slant to boost its Farmall Cub as the 
answer to the problem of keeping up the 
small farm. Aubrey, Moore & Wallace, 
Chicago, is the agency. 


dens carried a four-color page in 
February aimed at suburban far- 
mers and estate owners. Typical 
of the farm publication ads is the 
four-color page in the March 
Country Gentleman, which carries 
the headline: “A Cub in size... 
a bear for work.” 

Aubrey, Moore & Wallace is the 
agency. 


Richards Agency Changes 
to Richards & Webb 


Wilbur O. Richards Advertising, 
Syracuse, N. Y., has changed its 
name to Richards & Webb Inc. 
Stephen M. Webb, formerly part- 
ner and account executive of Spitz 
& Webb, now dissolved, has been 
named vice-president of the agen- 
cy. Mr. Richards remains as presi- 
dent of the re-named corporation. 

Richards & Webb has been 
named as agency for the follow- 
ing accounts: Aircooled Motors 
Inc., Syracuse, manufacturer of 
Franklin aircraft engines; Auburn 
Spark Plug Co., Auburn, N. Y., 
Auburn spark plugs; Burns Mfg. 
Co., Syracuse, serrated cutlery; 
Oberdorfer Foundries Inc., Syra- 
cuse, pumps and non-ferrous cast- 
ings; Reynolds Motors Inc., Syra- 
cuse, Ford cars and trucks; Syra- 
cuse Pharmacal Co., veterinary 
pharmaceuticals, and Welch Allyn 
Inc., Auburn, diagnostic instru- 
ments. 


Prendergast to Cohen Co. 
Thomas Prendergast, formerly 
with McCann-Erickson, has joined 
the copy department of Harry B. 
Cohen Advertising, New York 


CAPTURE THE 
15 BILLION DOLLAR 


NEGRO MARKET 


WITH THIS POWERFUL 
NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America’s most 
complete weekly newspaper, represents 
your best bet for capturing your share of 
this vast and loyal market. And, now, 
with an addition of an 8-page, 4-color 
comic section and a 16-page magazine 
section, the Courier is even more com- 
plete, better able to carry your message 
into the homes of the vast Negro market 
There's real money in the Negro market 
—be sure you get your dvertise 
your products in the new Courier. For 
full details write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 
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| My Secretary Won a Raise 
on her Lunch Hou 


she taught me to Say it with | 
FLOWERS-BY-WIRE 


Ed Jones is an important customer who likes the personal touch. Last week 


pe a LA A OE A NLL - 


I was on a trip, and couldn't attend the opening of his Chicago branch. 


But I'm a lucky guy. My secretary passed an F.T.D. Florist 


during lunch hour, and thought to wire flowers in my name. 


Ed's pleased as punch. He feels that, even though I couldn’t be there, 
I remembered. I'm happy because he’s happy. Miss Morrow, my 
secretary, is happy, too. She won a raise when she taught me 


to say it with Flowers-By-Wire. It’s a trick 1 won't forget! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events « asa “thank you” for the 


order + on almost any business occasion « for those at home when you're away. 


You can wire flowers to anywhere... trom anywhere... more than 15,000 F.T. D. 


heath Geo times ee = Gatien. and Interflors Member Shops at your service! 


It identities the right shops! 
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New Marketing Opportunities Offered 


During Defense Production Period 


(Continued from Page 1) 
stands out as one in which mar- 
keting research can make a maxi- 


mum contribution at minimum 
cost,” Mr. Crisp said 

e “If your company faces this 
type of problem, get your mar- 
keting research people into the 
picture early,” he urged. “Give 
them a chance to acquaint you 


with the results of their analysis 
of census and other data recently 


made available. If your allocation 
policies produce complaints and 
friction in the field, give your mar- 
keting research people an _ op- 
portunity to evaluate those com- 
plaints objectively, in terms of 
your company’s long-term inter- 
ests.” 

Frank R. Garfield, adviser on 
economic research to the board of 
governors of the Federal Reserve 
System, pointed out that the pres- 
ent defense program “calls for a 
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much more moderate increase in 
the share of production going to 
defense than in World War II. 


e “The economy now,” he said, 
“can adjust production to new 
situations much more rapidly than 
in earlier periods because of the 
many new materials available to 
use as substitutes, the extensive 
research facilities at hand, and a 
managerial and labor force well 


trained in recent years to high 
activity.” 
Paul M. Dollard, president of 


Daystrom Corp., Olean, N. Y., said 
that he looks forward “to alert 
management solving the problem 
of materials shortages, and at the 
same time developing new poten- 
tial markets by accelerated re- 
search, design and merchandising 
aggressiveness.” 

Fred D. Wilson, president of 
Capehart-Farnsworth Corp., Ft. 
Wayne, Ind., manufacturer of 
electronics equipment, declared 
that he does not believe that a 
seller’s market is likely in the near 


future. Nevertheless, he said, “we 
are going to continue to sell, to 
advertise, and to promote. We are 
going to keep our representatives 
in touch with market conditions, 
in touch with people.” 


ea T. J. Wood, vice-president, 
sales, Procter & Gamble Co., Cin- 
cinnati, commenting on shortages 
of certain brands of soap and soap 
products since the Korean War 
started, said these shortages “have 
been brought about by excess buy- 
ing on the part of some consum- 
ers, and to a minor degree by 
wholesalers and retailers having 
increased their normal inventories. 

“We know that there is sufficient 
total production of soaps and de- 
tergents today to insure ample 
supplies to each and every con- 
sumer in the United States, and 
at the moment we see no reason 
why this condition should change.” 

R. R. Zisette, general sales man- 
ager of SKF Industries, Philadel- 
phia ball bearing manufacturer, 
emphasized the importance of 


“Just like the last big advertising man I checked. Your heart's beating 
Morse code for ‘Solid Cincinnati reads the Cincinnati Enquirer’” 
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manufacturers maintaining com- 
petent sales forces. “Many custom- 
ers in this country,” he pointed out, 
“remember without effort the ter- 
rible service, the neglect and even 
the downright rudeness they suf- 
fered during World War II. These 
recollections must not be refreshed 
by similar experience in the 
months and years ahead.” 


@ He said that his company has 
initiated a refresher sales program 
for its own salesmen and for the 
sales forces of its distributors. 

“We did this,” he said, “not for 
the superficial purpose of trying 
to stimulate sales as such, but be- 
cause we believe it will enable us 
and our distributors to give better 
service to the ultimate user of our 
product.” 

Charles W. Adams, sales promo- 
tion manager of Coca-Cola Co., 
Atlanta, showed his company’s 
new sales film for retailers, “This 
Is My Friend,” which, he said, is 
not intended to sell any one prod- 
uct, “but to help the dealer develop 
good customer relations, and hence 
to sell more of all his products.” 

H. W. Dodge, executive vice- 
president of Mack Trucks, outlined 
the successful common denom- 

| inators for successful sales man- 
agement, based on a survey he 
made among a number of execu- 
| tives. He enumerated these as (1) 
executive management of the sales 
force; (2) customer relations; (3) 
over-all relations with the public; 
(4) product research and product 
pricing; (5) adequate and prompt 
repor's. 
“Advertising and sales promo- 


tion,” Mr. Dodge said, “were so 
universally recognized as an es- 
sential by all of the executives 


surveyed that I will quote one rep- 
resentative answer only: 


@ “‘We didn’t just increase our 
advertising. We also increased its 
effectiveness by testing and check- 
ing both copy and media. We im- 
proved our copy themes to meet 
reader interest and changed to me- 
dia more popular with our users.’ ” 

Emphasizing the value of re- 
ports, Mr. Dodge said that “the 
chief value of reports to a market- 
ing executive lies in their speed 
and conciseness. You must not op- 
erate blindly. Reports are your 
eves. They disclose facts vou 
should constantly have before you. 
Many of our most essential reports 
may be of value for only a day or 
a week. But that is the time you 
need the information 

“We have found,” he said, “that 
it is necessary to establish central 
supervision of reports so that one 
person can constantly see what re- 
ports can be abolished, modified 
or consolidated, and what reports 
should be added to meet new 
needs.” 


s Dr. Walter B. McFarland, super- 
visor of research, National Assn 
of Cost Accountants, stressed that 
costs commonly are prorated ac- 
cording to sales value or factory 
cost of the goods 

“While it may be a managerial 
policy,” he said, “to recover costs 
at a uniform percentage of each 
sale or cost dollar, this proportion 
of the cost is not an objectively de- 
termined fact. Thinking on this as- 
pect of the subject should be di- 
rected toward how such costs can 
be apportioned for recovery. In 
this, it is necessary to consider all 
sales units together instead of try- 
ing to find the complete cost of any 
one segment of the company’s 
business.” 


NBP Schedules June Meeting 

The 1951 spring meeting of Na- 
tional Business Publications will 
be held June 1 to 3 at the Home- 
stead, Hot Springs, Va. On May 
31, preceding the Hot Springs 
meeting, NBP members will ga- 
ther in Washington for confer- 
ences with government officials. 
A special train will take the group 
to Hot Springs that evening. 
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“DETROIT’S GOT LOTS OF MONEY 
TO SPEND” 


d. |. w. writes a sprightly front page for Women’s Wear Daily. 


Visiting Detroit, she set down her impressions of it. When she 


said on February 28: “Detroit's Got Lots of Money to Spend.” 


3 how right she was. 


| | Here 1,150,000 workers are on a payroll that totals $75,000,000 
+ every week. The average industrial wage alone for 551.000 indus- 
' trial workers is $77.00 weekly. 

Detroit's family income has reached the astonishing total of 
more than $6,200 annually —$6.200 for every one of the 862.241 


families in the Metropolitan area—a huge sum of $5.3.45,000,000. 


And the Census of Manufacturers says Detroit's industrial 
; workers with an annual income of $3,116 top all other cities in 
the nation. 
= To cover this super-prosperous. free-pursed market of 3.000.000 
a people you can resultfully utilize the buying power of 450,000 


Detroit Free Press homes . . . homes of workers, of professional 


men, of business men, of all kinds of men and women now enjoying 


the highest annual income in all Detroit's two hundred fifty 


years of history. 


JOHN S. KNIGHT, PUBLISHER > 


etroit Free Press 
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| The tag BALTSSSRLITE family of plastics 


FACTUAL—This is one of a series running 
in a selected group of eastern newspapers 
and the Wall Street Journal, telling about 
the place of plastics in a defense econ- 
omy for the plastics division of Monsanto 
Chemical Co. The series will be followed 
by a two-page od in The Saturday Eve- 
ning Post. Gardner Advertising Co. is 
the agency 


No-Rinse Surf Bows | 
in New York Area: 
Samples Are Used 


New York, March 13—Lever 
| Bros. Co. will use 600-line to full- 
page ads in 41 newspapers and 
“extensive” radio and TV coverage 
to introduce no-rinse Surf in the 
|New York metropolitan area. The 
campaign, handled by N. W. Aver 
& Son, breaks April 2 and will car- 
ry through June. 

Every Manhattan daily, ten for- 
eign language papers and publica- 
tions in outlying areas will carry 
the no-rinse story. Lever’s new TV 
serial, “Hawkins Falls,” which runs 
Monday through Friday, will plug 
Surf exclusively. Radio and tele- 
vision spots are also planned 

The company said nearly every 
family in the metropolitan area will 
receive either a full-size free sam- 
ple of Surf or a coupon good for a 
15¢ reduction on Surf's retail price 
Reuben H. Donnelley Corp. will 
handle sampie and coupon distri- 
bution. 


e A tabloid newspaper which de- 
tails the advantages of Surf, to- 
gether with a coupon offering a 
free cake of Lux toilet soap with 
each purchase of two regular and 
two bath-size bars, will be left at 
each home visited. 
| The New York campaign will 
| feature the no-rinse angle, touted 
| to save the average housewife 125 
hours of time and labor annually 
by eliminating rinsing from wash- 
day chores. Also emphasized in the 
copy will be certification of Surf’s 
merit by United States Testing Co 
and a triple - your - money - back 
| guarantee. 

Lever salesmen are now distrib- 
uting merchandising aids to retail 
stores here, so that grocers may 
cash in on the campaign 


| Ad Fraternity to Send 
Delegate to London Meet 


Alpha Delta Sigma has an- 
nounced it will send a_ student 
member to London in July to 


attend the International Advertis- 
ing Conference. Chapters in 42 
colleges and universities are to 
submit nominees, from which the 
delegate will be chosen by the 
fraternity’s national council and! 
professional advisory board. The 
fraternity will pay the delegate’s| 
passage from New York to Lon-| 
don and return, and the British 
Advertising Assn. will pay the 
delegate’s room and board for 
two weeks in England. The dele-| 
gate is to be an undergraduate | 
member of ADS, who will return | 
to school in the fall. | 


, ever, 79% 


|to publications in 
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1/3 of Companies 
Have Been Forced 
to Curtail Output 


New York, March 13—Two- 
thirds of the respondents to a sur- 
vey conducted by Mill & Factory 
have not had to curtail production 
of civilian goods because of gov- 
ernment controls. 

Of the 33% that have had to 
curtail production, inability to get 
materials was the reason cited by 
76% of the respondents. Items 
such as steel, aluminum and cop- 
per were mentioned particularly as 
being short. Labor scarcity is only 


| a minor cause. 


Of companies that have had to 


| curtail production, 43% have been 


forced to lay off employes. How- 
expect to regain their 
full production within the next 
six months, either as a result of 
defense orders or of changing pro- 
duct design so as to be able to 
use available materials. 

About 57% of respondents think 
government is curtailing civilian 
production too drastically for the 
good of the economy. 

About 250 of 1,000 companies 
questioned supplied answers. 


Trade Editors Open Contest 
The Western Trade Editors 
Club has announced the third an- 
nual editorial awards contest for 
1950 publications in the 11 western 
states. The competition is open 
other than 
western states only in respect to 
western sections or editorial work 
performed by a western editor 
Entries are to be postmarked not 
later than midnight, April 11 and 
are to be sent to Ernest Denning, 
Room 916, 448 S. Hill St., Los 
Angeles 13. Awards will be made 
at the May 9 meeting of the club 


Schiaparelli Names Hicks 

Schiaparelli Intimates Inc., New 
York, a new company introducing 
a collection of lingerie and negli- 
gees to be designed in Paris by 
Madame Elsa Schiaparelli and 
to be manufactured in the U. S., 
has named Lawrence Boles Hicks 
Inc., New York, as its advertis- 
ing agency. Plans call for an ex- 
tensive consumer and trade cam- 
paign of advertising, publicity and 
point of sale promotion 


WCAO Names Milbourne 
Waters Milbourne, formerly 
executive vice-president of Sta- 
tion WCAO, Baltimore, has beer 
named president. He succeeds his 
father, Lewis M. Milbourne, wh 
has retired from active business 


NEW EQUIPMENT! 


We think it takes new 
equipment to attract new pub- 
lication printing. 

For example, a recently 
purchased machine for our 
bindery will gather the signa- 
tures of your magazine, saddle- 
wire stitch them together and 
trim each magazine separately, 
all at the rate of 6,000 per 
hour, and with only two oper- 
ators. 

If your present printer can 
not equal this speed and low 
labor expenditure for these op- 
erations, you are losing time 
and money in the production 
of your publication. 


We solicit your inquiry. 


MARVIN D 


VANS cove. 


Publication Printers Since 1905 
265 Texas Street, Fort Worth 2, Texos 
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Li MN alow 


.. IOWA 


HOW TO SAVE ON YOUR INCOME TAX 


Be An lowa Farmer and Read the Right Paper 


Still growling about your income tax? Can’t say 
as we blame you. After all, we just bought a battle- 
ship ourselves. 

But sympathy is about all you'll get from us— 
unless you want to change jobs. 

Move to Iowa and raise hogs or cattle. Then we'll 
help you save $50 or more on your income tax. 

How? Just ask the 200,000 farmers in lowa—and 
another 100,000 around the edges— who read Wallaces’ 
Farmer and Iowa Homestead. 

Farmers in these parts keep sows (and gilts, the 
virgin version of same) for just one purpose: To con- 
duct romances and raise pigs. Cows, too, are tolerated 


for their output— milk or calves. 

So, argued WF&IH, sows and cows are a farmer's 
“machine tools.” And when they’re worn out and 
sold, the profit (if any) isn’t ordinary income. It’s 
capital gain—with only half of it taxable. 

“No,” said the Collector of Internal Revenue, stick- 
ing to his guns. But a couple of federal courts—and 
Congress—said he was wrong. 

All this was big news in lowa. WF&IH reported it 
as such—blow by blow and exclusively. 

Multiply fifty bucks by 300,000. Small wonder folks 
out this way call Wallaces’ Farmer and lowa Home- 
stead their favorite business paper. 


Published by Wallaces’ Farmer and lowa Homestead . . .. . Leading Farm Publication in Iowa .... . Des Moines, lowa 


Chicken Money Isn’t “Chicken Feed” 


In lowa...IUs Big Business... | 


Mrs. Robert Buol, Linn County, Iowa 


IF YOU DON’T BELIEVE US, 
ASK YOUR DEALER... 


Only two groups of people know Iowa 
farmers almost as well as farmers know 
themselves. 

One of ’em (pardon the modest blushes) 
is the editorial staff of Wallaces’ Farmer 
and Iowa Homestead. The other is the 
host of small-town merchants with whom 
farm folks deal regularly. 

We’re even willing to admit that most 
dealers are closer to the soil than we are. 
You couldn’t help but be if you lived in a 


Suppose your wife fries you an egg for 
breakfast every morning for the next 50 
years. 

You'd still have eaten only about as 
many eggs as Iowa hens lay in one minute. 

Iowa really should be known as the 
“Breakfast State” (if we could only find 
a winter-hardy grapefruit). No other state 
produces more ham and bacon. And none 
shells out more eggs. 

Iowa’s 34 million hens and pullets strain 
and cackle over nearly (hold your hat, 
please) five billion eggs a year. 

Speaking of figures, have you noticed 
the little lady in Column One? She’s Mrs. 
Bob Buol of Linn county, Iowa. Look again 
and you'll see she’s carrying a bucketful 
of eggs. That’s typical of lowa—where 
farm wives often are in full charge of the 
chicken chores. 

But even if hubby helps, the missus is 


| thoroughly familiar with another Iowa 


town like Morning Sun or Deep River or 


What Cheer. 

Storekeepers, in fact, are among the best 
editorial “stringers” we have. For hurry- 
up, last-minute dope on the corn or pig 
crop, for instance, we can do a lot worse 
than check round the square in a county- 
seat town or two. 

That’s why dealer opinions about ad- 
vertising media rate more credence than 
most of the surveys stacked on your desk. 

It’s why we jump for joy when a check 
of feed dealers turns up 72.8 per cent who 
say they prefer to see their stuff advertised 
in Wallaces’ Farmer and Iowa Homestead. 
Compared with a five per cent preference 
for the next highest-ranking publication. 

And why we figure it augers (excuse, 
please) well for us when hardware dealers 
give us a 53.9 per cent vote (11.8 per cent 
for the next-best medium). 


| Farm Pub A 11% 


figure: Ten per cent of our cash farm re- 
ceipts comes from poultry eggs. 

And the ladies know where a lot of that 
money goes. Carpets, drapes, furniture, 
groceries— you'd be surprised how many 
of those things are paid for with “chicken 
feed.”’ 

You might be surprised, too, to see how 
avidly the family quartermaster reads 
Wallaces’ Farmer and Iowa Homestead 
before she starts to town on a shopping trip. 


IT’S THE “DEPENDED ON 
MOST” PUBLICATION 


WF&iH 35% 


Pliry PubA 9% 
5% 


How do Iowa farm wives keep up-to-date on developments 
in the poultry business’? Chart shows how they answered 
the question: “Which of your papers and magazines do 
you depend on most for information on keeping poultry?” 
Figures are from an area survey made by the lowa State 
College Statistical Laboratory. 


Farm Pub B 
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George H. Lewis, Marshall County, lowa 


This Fellow Is a 


Space Buyer Too 


Meet George H. Lewis of Marshall | 


county, Iowa. George's office is on the first 
floor of a farm house. With no receptionist. 
And he doesn't subscribe to Standard Rate 
and Data. 

But he’s a space buyer just the same. 

George's main business is raising regis- 
tered Shorthorn cattle . . . the kind that 
make choice T-bone steaks. But he has a 
couple of sidelines, too. He serves as secre- 
tary of the Marshall County Shorthorn 
Breeders’ Association, and he reads Wal- 
laces’ Farmer and Iowa Homestead. 

What's that got to do with space buying? 
Well, Lewis and other MCSBA members 
like to sell some of their blue-blooded stock 
for breeding purposes. Result is the annual 
Marshall County Shorthorn Sale. George 
handles the details. 

Like anybody else with a place and a 
product, George advertises to get custom- 
ers. Where? In WF&IH, of course. 

George Lewis is one of the hundreds of 
combination reader-advertisers who make 
Wallaces’ Farmer and Iowa Homestead 
unique. As readers themselves, they know 
their ads get a big audience in WF&IH. 
As advertisers, they have proof that they 


| are trading space dimes for sales dollars. 


Question of the Week: Do some agencies 
figure a closing date is printed on the 
rate card just to take up space? (No 
| comments from Ad Age's production 
| department, please). 
se «6 
| However March goes out, its end will see 
lowa farmers acting like so many whirlwinds. 
What with plowing, disking, harrowing, oats 
sowing, spring pigs and baby chicks, farngers 
are working like editors again— 12 to 16 hd@urs 
a day. » w « 


Exactly what do price controls mean 
| farmers? DiSalle's first directive was st 
| wet behind the ears when WFA&IH Edit 
| Don Murphy climbed aboard the Ca 

tol Limited to find out. You can't dis 

all that fog with one trip, of course. B 

Don's report (February 17th issue) stili 

one of the clearest explanations extan 

If you've mislaid your copy, we'll 

glad to send another. 

> . . 


“Hog butcher for the world,”’ Chicago 
| called by Poet Carl Sandburg. But no mé@re. 
lowa raises ‘em and butchers ‘em too. Neagly 
| 10 million hogs a year go through lowa - 
ing plants. Lilinois, in second place, ha 
about 7 million. 
. . 
How To Talk lowa: A barrow is the 
thing in the hog world as a gelding is 
horses or a steer to cattle. Which mean# 
that nobody will ever sue a barrow (oF 
breaking up another pig's home. 


Stoppers 


Maybe this cartoon doesn’t roll you in 
aisle. But it'll tickle lowa farm folks. It'sjan 
example of the kind of earthy humor we 

to sprinkle through the columns of Wallaces’ 
Farmer and lowa Homestead. For a purpose. 
Readership surveys show that a gag like this 
will stop 50 to 70 per cent of our men 
women readers. Stop ‘em for a longer look at 
other copy—and ads—on that page. 


AG 


“Quick, Gus! Give out with that 
bird imitation of yours.” 


WALLACES’ FARMER 
IOWA HOMESTEAD 
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Charity: We Have It With Us Always 


It is, we suspect, time for all of us, advertising men included, to put 
a stop to the spreading fungus of the charity tree. 

We refer, not to charity itself, but to the mushrooming number of 
charitable causes which press their demands upon the talent of ad- 
Vertising to an only slightly lesser degree than they press them on 
aghow business. 

We are particularly annoyed at the fractionating of the human body 

Which segms to be taking place at a constantly accelerated pace in the 
field of charitable medicine. To a special and unique drive for tuber- 
@ulosis, which filled a worth while function in its time, we have added 
@ polio drive, a heart drive, a cancer drive, a cerebral palsy drive, a 
rheumatic fever drive, an arthritis drive, and nobody knows how 
Many others. 
’ All of these activities are worth while; all of them are necessary. 
But when each sets up its separate organization, grinds out its own 
publicity and its own advertiser-sponsored advertising, and solicits 
its own funds for its own special purposes, the sum total adds up to 
UWhbearable proportions in terms of donated effort by volunteer work- 
@fs, including advertising people, and in terms of the public’s ability 
amd willingness to absorb them. 

The good people who work for all these causes point out, with some 
jUstification, that an extra drive develops extra money that would not 
otherwise be contributed. Nevertheless, the merging of local charitable 
afid philanthropic organizations into local community chest campaigns 
démonstrates that one over-all drive can be successfully conducted, 
with a good deal less fuss and fury, and considerably less annoyance 
to the public, than a host of individual drives. 

In the field of physical health, it does not seem to be too much to 
ask all the people who are worried about the ravages of one particular 
disease or condition to the exclusion of all others, to get together and 
worry a little about the sum total of human health, and the sum total 
of the public's ability to stand the strain of an increasingly expand- 
ing number of drives. 

There are just too many diseases for each to have its own special 
organization, complete with radio hitchhikes, sponsored ads, expensive 
brochures, pledge cards, team captains and collection envelopes. 


Keep It Constructive, Boys! 

With the official revision of Broadcast Advertising Bureau and its 
forthcoming divorce from the National Assn. of Broadcasters, the 
advertising field has been promised that BAB is “going to be very 
competitive,” but “will not ridicule or attack other media.” 

That sounds like a good way to phrase it. 

There are those within advertising—and in other segments of busi- 
ness—who don’t like the idea of anyone being “very competitive.” De- 
spite their constant reiteration of belief in the competitive enterprise 
system, they really believe that “competitive” competition is “un- 
fair” competition. We do not hold with them. It is our belief that a 
competitive economy thrives on competition, and that it loses ground 
only when business becomes too lazy or too “polite” to compete vigor- 
ously and forthrightly in the market place 

A “very competitive” Broadcast Advertising Bureau will, we be- 
lieve, be of value not only to the broadcast business, but to buyers 
of advertising and sellers of other forms of advertising, also. 

Yet it is important for every segment of advertising to remember, 
always, that it is only a segment of advertising, and its competitive 
selling therefore must recognize the dangers of depreciating the other 
fellow’s worth in an attempt to secure appreciation of their own. 

There have been some nasty squabbles between promotional organ- 
izations representing media in the past. We hope they will not recur. 
Let's all sell hard, but let's remember that our job is to prove that we 
are better than the other fellow, not that he is worse than we are. 


‘FLEESON: 
UNTOUCHED mee FRANKS 


Advertising Age, March 19, 1951 


Rough Proofs 


Gladys the beautiful reception- 
ist says she sees Kelvinator was 
the first maker of electric refriger- 
ators for the home, and she won- 
ders why everybody used to call 
them Frigidaires. 


N HANDS 


Big Ben means alarm clock to 
| So many people, the new Wrist 
Ben is going to be regarded as a 
mechanism for getting the office 
help back from lunch on time. 


The man who wrote the copy 
describing Shell Ensis oil as a 


—Gourmet 


rust preventive firmly resisted all 


temptation to refer to it as pre- 
ventative. 


What They're Saying , 


| Why Not Spread Discomfort? 
One of our weapons against 
Soviet Russia is the Voice of 
America, to tell the “Big Truth” 
to the peoples of the world and to 
counteract the “Big Lie” of the 
Communist propagandists. Last 
year the Congress appropriated 
$80,000,000 for the Voice. Addition- 
al funds from other appropriations 
for films and printed material 
swelled the total for information 
purposes to $115,000,000. A few 
weeks ago Senator Benton of Con- 
necticut, who once directed the 
Voice, proposed that the appropria- 
tion be raised to $300,000,000 and 
recently, the magazine Fortune 
suggested that the amount be in- 
creased to $500,000,000. A _ half 
billion dollars is a lot of money; 
but apart from the matter of 
money alone, it’s important that 
the Voice be handled properly. 
One of the big disputes currently 
engaging Washington's attention is 
whether the Voice should remain 
an adjunct of the State Depart- 
ment or whether a new commis- 
sion of professional people, busi- 
ness executives and other experts 
should be organized to operate it. 
Paul Hoffman, former ECA ad- 
ministrator, believes the job to be 
done is so huge and so important 
as to warrant a department of its 
own. The Voice, as a separate agen- 
cy, could correlate the information 
work of the State Department, the 
Department of Defense, the Cen- 


such agencies. 

We know the Voice is being 
heard behind the Iron Curtain. 
Congressman Tom Gordon of Chi- 
cago, who is of Polish descent and 
speaks Polish fluently, makes a 
broadcast periodically for the 
Voice which is beamed into Poland. 
He has already received about ten 
letters from people living in Po- 
land, telling him they enjoyed very 
much the broadcast he made about 
three weeks ago. Gordon knows 
these people heard him because 
they commented directly on what 
| he said... 

I mentioned what Congressman 
Gordon had told me to a friend of 
mine who was with a radio branch 
of OSS during World War II. He 
agreed that the Voice of America 
does much good, but he said it 
needs more imagination and could 
be made more effective if it un- 
dertook what he called “black 
broadcasts,” in addition to the 
“white broadcasts,” such as the 
one made by Gordon. What we 
want to do, he said, is to create 


tral Intelligence Agency and other | 


messy after they've been used a 


Ads for Argus camera contain 
plugs (in four colors) for such 


dissension and unrest among the ; : 
tourist magnets as the Virgin Is- 


occupied peoples, like we did dur- 
ing World War II. CIA has agents lands and such transportation ser- 
in the occupied countries from | Vices 8s Pan American World Air- 


. ‘ yays, 3 s é > — , ; rg 
whom it gets information. They ways, and it is patiently awaiting 
reciprocal action, with or without 


know when a man disappears from _ 

one of the communities. Why not interest. 

spread discomfort among his e 

neighbors over the radio by a 

broadcast which points out his| Inflation note: Advertisers 
disappearance and speculates as quoting prices in national copy 


to what could have happened? Why | don’t need to be reminded to in- 
has he been torn from his home?! sert the line, “All prices subject 
Has he been committed for life to to change without notice.” 
the uranium mines or to some 
other isolated Siberian outpost? - 
Broadcasting of this type would 
bring the Central Intelligence. Chicago's recent automobile 
Agency into a much more promi- show proved once more that at 
nent role in the Voice’s program. . .| !¢ast one industry can display a 
commercial product so attractively 
that the public will pay for the 
privilege of seeing it. 
Ideas for Manufacturers 
For women who travel daily on | 
trains there should be a tailored, 
saddle-stitched cowhide or pigskin | 
case just wide and deep enough to 
carry ani ordinary-size book. 
Around the sides should be silk} 
pockets sectioned off for the usual 
female gadgets, and the lid should a 
have a mirror and a zippered 
pocket. | “Don’t be fooled,” says Zenith. 
There should be an intelligent | “No hearing aid can be made in- 
kit for weekends only. What is| Visible.” 
needed are small sample plastic Not even for the customer who 
jars and bottles in a lightweight | Wears contact lenses? 
compact box, and most important 
are compartments for tissue, cot-. 
ton, eyebrow brush, pencil, hair- 
brush, comb and toothbrush. 
How about packaging a deter- 
gent especially for traveling use? 
I like to wash my stockings with a 
detergent and yet I don't like to 
have a glass bottle weighing down 
my suitcase. * 
People who commute take com- 
muting for granted—so many rides Perhaps the reason most tele- 
for less money. Wouldn't railroads | Vision receiver ads are run in 
be smart to offer some sort of din- | black and white is to keep the al- 
ing car ticket on a monthly basis?| W4yYs impatient public from ex- 
Why not a plastic hat that would | pecting too much. 
pack easily and shed water? 
Toothpaste tubes are so very 


Rep. Sidney R. Yates ‘(D., IIL), in 
his March 3 letter to constituents. 


Talon zipper is demonstrating 
progress in its field over 60 years, 
which ought to be about enough 
time to educate even the heaviest- 
handed cleaner and presser. 


Parker Pen has given “more 
miles per gallon” a new twist by 
promising that its new cigaret 
lighter will work for six months 
without refueling, even if you 
| don’t smoke long cigarets. 


Now that Mary Hartline is ap- 
pearing with Canada Dry store 
displays in all her blonde loveli- 


few times. Wouldn't a lock and key 

arrangement be clean and con- 

venient? ness, the demand for color tele- 
And here's one last “brain brat” | vision by Super Circus fans is 

that keeps me awake nights. Isn't |jkely to become irresistible. 

there a garment that could be 

belted on and used in case of an ° 

atomic raid? One that would pro- 

tect the skin from flying glass and 

burns. your halitosis, you can still get 
—Gay S. Walton, advertising director, Kiwi shoe polish and thus avoid 


Julius Kayser & Co., New York, in loss of that important promotion. 
recent speech before the Advertising 
Club of Pittsburgh. j 


Even if Listerine won't help 


Copy Cus. 
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This, too, is Philadelphia @ 


GLENSIDE 


—a statistical accident 


You won't find Glenside in any 
Census figures. It would be a city 
anywhere else in the U.S.A., but 
not in the Philadelphia market. 
For Glenside (estimated population 
14,000) is in two separate town- 
ships in Montgomery County, Pa. 
This is another indication that in 
Philadelphia usual market guides can 
misguide you. 


Yet Glenside is only 20 minutes 
from central Philadelphia. Most 
shopping is done locally in large 


supermarkets and branches of city 


department stores. 


Glenside has no daily paper. So 
41% of the families read Tue 
INQUIRER... shop THE INQUIRER. 


To reach the entire market... to 
cover the city, as well as the rich 
13-county area (a total of over 
4,400,000 persons) ...make sure 
your advertising is in THE INQUIRER. 
It's the only way to reach ALL OF 
AMERICA’S 3RD MARKET! 


Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 
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Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GRORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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FTC Investigating Fashion Houses’ 
Ad Allowances to Larger Retailers 


New York, March 12—Federal 
Trade Commission investigators 
have been combing the garment 
district, looking into advertising 
arrangements of prominent fashion 
houses 

The commission kas not dis- 
closed its objective, but investiga- 
tors appear to be interested 
chiefly in finding evidence of co- 
op deals which are available ex- 
clusively to large retailers. 

Two fashion houses—Kay Wind- 
sor and Winnie Peck—are already 
involved in FTC cases alleging dis- 
crimination in the distribution of 
advertising allowances. 

Recently FTC completed testi- 
mony in its case against Kay 
Windsor. At the moment the case 
is suspended while attorneys for 
Kay Windsor prepare rebuttal 
testimony 


e@ While the current garment in- 
dustry investigation appears to be 
along the conventional line, the 
industry is uneasy over a state- 
ment made by an FTC represent- 
ative speaking before the Ameri- 
ean Marketing Assn. here late last 
month 

Departing from his prepared 
text, Albert G. Seidman, an at- 
tOrney in FTC’s New York office, 
foted that fashion magazine ad- 


VYertisers may be violating the 
Hobinson-Patman Act by men- 
floning some, but not all, re- 


t@ilers’ names in a specified trad- 
ifg area, in their ads (AA, Feb. 
26) 
a. Seidman was referring to a 
mmon practice in the garment 
ifidustry of listing “prestige” 
lers. So far as anyone knows, 
&. practice has never been ques- 
tioned during the 13 years that the 
Robinson-Patman Act has been on 
the statute books 
'The Kay Windsor and Winnie 
Beck cases are based on Sec. 2 (d) 
of the Clayton Act (as amended by 
the Robinson-Patman Act). This 
s@ction makes it unlawful to give 


> a sani = 


re- 


BUILDING 
PRODUCT 
ADVERTIS- 


. 

Architectural Record | 
119 West 40th Street | 
New York 16, N.Y | 
Please send me your new booklet describ- | 

ing how advertising can be correlated with 
actual seiling in the building market | 
Name__ 
Firm | 
Street City | 
ee sli anata nein Me cael 


an advertising allowance or other 
payment to a customer in return 
for a service, unless the allowance 
is available on _ proportionately 
equal terms to that customer's 
competitors. 

According to the commission, 


|advertising allowances from the 


two companies were given only to 
preferred customers. 


e The Kay Windsor and Winnie 
Peck cases follow the same legal 
“line” that FTC established in its 
successful litigation against the 
system used by Elizabeth Arden in 
providing demonstrator services 
to its customers. 

Recently, the commission, acting 
under the same section of the Clay- 
ton Act, attacked co-op advertis- 


ing schemes of three big watch 


manufacturing 
Dec. 25). 

While investigators appear to be 
attempting to build up cases 
against the co-op assistance in 
newspapers provided to some re- 
tailers by other fashion firms, 
there is some belief that the com- 
mission may also question the 
mention of selected retailers in na- 
tional ads. 


companies (AA, 


@ Though there is no precedent 
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for this kind of a complaint, pre- 
sumably it would be under Sec. 2 
(e), which says that it is unlaw- 
ful to discriminate in favor of one 
purchaser against another in fur- 
nishing services in connection 
with the sale of a commodity. 

The distinction between the sec- 
tions is that Sec. 2 (d) deals 
with benefits distributed in re- 
turn for services rendered, Sec. 
2 (e) with benefits distributed 
without regard to any required 
service. 
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George Hansen Joins KMTV 

George Hansen, formerly on the 
classified advertising sales staff of 
the Omaha World-Herald, has 
joined the sales staff of television 
station KMTV, Omaha, effective 
March 16. 


Two Appoint Kemper Agency 

Don Kemper Co., Dayton, has 
been appointed to handle the ad- 
vertising of Beckman & Gast Co., 
of St. Henry, O., food specialties, 
and Miami Valley Allied Florists’ 
Assn., Dayton. 


Allstate Insurance Ups Ellis 

Davis W. Ellis, assistant vice- 
president and general sales mana- 
ger of Allstate Insurance Co., Chi- 
cago, automobile insurance subsid- 
iary of Sears, Roebuck & Co., has 
been elected vice-president and 
general sales manager. 


Has 107,919 TV Sets 

The Kansas City Electric Assn. 
reports that there were 107,919 TV 
sets in the Kansas City area as of 
March 1, an increase of 7,319 sets 
over the Feb. 1 figure. 


Sloane-Blabon Schedules First Color Pages 


in Magazine Sections to Promote Textfloor 


New York, March 13—For the 
first time since becoming a major 


advertiser, Sloane-Blabon Corp. 
will use full-page, four-color in- 
sertions in April and May in 24 
Sunday newspaper magazine sec- 
tions to promote its Texfloor lino- 
leum. 

In addition, the company will 
use full-page, four-color ads in 


Better Homes & Gardens, Country 
Gentleman and Ladies’ Home 
Journal in April, May and June 
issues. 

A coupon will be used to offer 
Design-A-Floor kits that show 
homemakers how to plan tile floors 
of their own creation. 

Supplementary advertising will 
appear in business papers, and 


than 


on sale 


al 7): 


&P stores 


any other magazine 
in the world 


average single-copy sales per issue . . . the world’s largest single-copy circulation 


| has 


newspaper mats, radio scripts and 
other dealer helps will be used 
extensively. 

Geyer, Newell & Ganger is the 
agency. 


Schedule Canned Peaches 
and Mayonnaise Campaign 
Cling Peach Advisory Board, 
San Francisco, and Best Foods 
Inc., New York, will launch a na- 


tionwide advertising and mer- 
chandising campaign promoting 
canned cling peaches and Best 


Foods and Hellmann's real mayon- 
naise. Tying in with the opening 
of the baseball season, a featured 
recipe will be “Home Run Salad.” 
Batten, Barton, Durstine & Os- 
born, San Francisco, is the agency 
for Cling Peach Advisory Board, 
and Benton & Bowles, for Best 
Foods. 


‘KGW Buys Video Equipment 


Station KGW, Portland, Ore., 
formerly owned by the Oregonian 
and recently purchased by the 
Newhouse interests for $350,000, 
announced the purchase of 
television equipment in anticipa- 
tion of the lifting of the TV freeze 


r 


PAY for space... 
get } 
SALESMANSHIP! 


The Wall Street Journal 
~—with its 4 editions ; 
—covers the country : 
like the experienced, ; 
productive salesman it is. 


This salesman is weleome 
in the offices where 
buying decisions are made 
or influenced, because he 
has proved his helpfulness — 
to the prospect time and 
time again. ; 


This salesman is in 

the business market 

every working day and 
makes his pitch 

in the prospect's office 

... when the prospect is 
receptive to business action. 


This salesman 

is a “home town boy” 

to his prospects 

by virtue of the local and 
regional as well as 
national interests 

he shares with his 
prospects through these 4 
regional editions: 


the Eastern Edition 
(New York) 


the Southwest Edition 
(Dallas) 


the Pacific Coast Edition 
(Son Francisco) 
the Chicago Journal of 


Commerce Edition 
(Chicago) 


This salesman 
is the only 
national business daily . . . 


THE 
WALL STREET JOURNAL. 
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offering all these 
services free to advertisers! 


@ 70% tie-in guarantee on Grocery and 
related products. 


And is APPLETON really 
ae GROWING! 


(The A.B.C. City Zone) 


@ Twice weekly dealer contacts on all 
products 52 times a year! 


@ Complete, up-to-date Grocery, Drug 
and Liquor Route Lists. 


1950 81.070 Po @ Annual Consumer Buying Habit Study 

’ » of the entire city zone including brand 

; 1945 50,000 Pop. preferences, where people buy, and a 

* 193 ; complete store distribution check on 

¥ ased 25,265 Pep all products. Write Gen’l Advt. Dept. 
1920 19,561 Pop. 


= for details today. 


Sell in the FOURTH Largest City Lone Market in Wisconsin! 
THE APPLETON POST-CRESCENT 


Free & Peters Promotes Two 

Lloyd Griffin, a partner at Free 
& Peters, radio-TV station repre- 
sentative, will move from the Chi- 
cago to the New York office April 
1, and assume over-all company 
sales direction. John A. Cory, vice- 
president in Chicago, will become 
manager of the midwestern office 
on that date. 


Borden Co. Shifts Talent 
“T-Men in Action,” last seen 
on video under sponsorship of 
Chrysler Corp., will return to the 
airwaves April 5 as a replacement 
for the Peter Lind Hayes show 
on NBC-TV with the backing of 
the Borden Co., New York. Bor- 
den’s agency for the telecast is 
Doherty, Clifford & Shenfield. 


Spencer Appoints Brewer 

Spencer Chemical Co., Kansas 
City, Mo., has appointed Bruce B. 
Brewer & Co., Kansas City, as its 
agency, effective July 1. Rogers 
& Smith, Kansas City, is the pres- 
ent agency. 


CANTON, OHIO - shopping center 


for a balanced 
$467,000,000 market 


. Vv 


“Vv 


We 


Canton 


156,000 people 
| now live in the 


City Zone 


x 
em cc cee ee ee 


A ! 
| 
4 99.4% home delivery | 7 
in the Canton City Zone 
Nu acacia oa 
CANTON Sl 
= covumeus 
A Brush-Moore Newspaper, Nationally " 


a 


No other newspaper 
gives merchandisable 7 
coverage of this rich 
northeastern Ohio market 


represented by Story, Brooks & Finley Ww 


Advertising Age, March 19, 1951 


NAB Becomes NARTB 
April 1, Says Arney 


WASHINGTON, March 15—Na- 
tional Assn. of Broadcasters be- 
comes National Assn. of Radio 


and Television Broadcasters April 
1, according to C. E. Arney Jr., 
secretary-treasurer of the organ- 
ization. 

Reorganization of the associa- 
tion, proposed by the board of di- 
rectors in February, was approved 
by the membership by a margin 
of 676 to 49 in a referendum com- 
pleted last week, Mr. Arney said 

Judge Justin Miller, who is to 
be chairman of the board in the 
new setup, continues to serve as 
president until a new president 
is selected and until a new con- 
tract for his services as chairman 
is completed. 

The new organization is to have 
autonomous boards of directors 
for TV and radio and a joint board 
for over-all policy involving all 
broadcast media 


@ NAB announced today that 
Hugh B. Terry, vice-president of 
KLZ, Denver, won the run-off 
election for director to represent 
medium-size stations. He defeated 
the incumbent, John Esau, vice- 
president of KTUL, Tulsa, in a 
close race. 


Oppenheim. Van Slyck 
| Agencies Merge: Add Klaus 

The San Francisco agencies of 
Ramsey S. Oppenheim Advertis- 
ing and Van Slyck Advertising 
Agency have merged to form Op- 
penheim, Van Slyck & Klaus Inc., 
with offices at 425 Bush St., San 
Francisco. 

Ramsey S. Oppenheim has been 
named president of the new or- 
ganization. Philip Van Slyck has 
been named _ vice-president in 
charge of creative services and a 
new public relations department. 
Erwin H. Klaus, formerly market- 
ing director of Buchanan & Co., 
has been named _ vice-president 
and treasurer, in charge of media, 
research and merchandising. Dan- 
iel C. Gordon, former art director 
of the Van Slyck agency, has been 


named art director of the new 

company. 

Panagra Names Patterson 
Buell A. Patterson, formerly 


with American Airlines and U.S. 
News & World Report, has been 
appointed director of publicity for 
Pan American-Grace Airways, in 
the New York office. 


* Here is the New Home Market— 
Packaged completely — Delivered 
economically to the advertisers of 


BUILDING MATERIALS 
HOME EQUIPMENT 
DECORATING 
FURNISHINGS 
FINANCING 
INSURANCE 


There is no waste circulation in the 
Small Homes Guide Reader Market. 
Over 400,000 (A. B. C.) Family 
Readers buy SMALL HOMES GUIDE 
on the newsstands — twice each year 
—for just one reasor —They are 
New Home Builders. 


ARLY 
p Twice ¥ E 
ane ing and FALL 


ES OS a ade See ae ee eee eee ee es a ee + 3a a 2 eee eee 
-_ aE 
| = NEWSPAPER in WISCONSIN _ | 
: in | 
| =. | 
" a 
’ i 
7” } 
' 
| | 
a | 
| 
l 
| —— | 
af —S— 
—— <a — Amen ‘ ar 
| — et 
fis { a Pa ro PS 
: LN NT : | ; : | 
| (0) IN| : ross | | 
: . See OS Shur osa | 
: 3 0 .tea #6; eee CMF TITS = \ 
wed t wt H ; ay a - ee 3 ¥ Sy © FOS FE x £ 
' r : ee BS SH L sos > } 
. i SLT SIP TS 
3 - \V/ eS e 4 = 9 
; > \ ‘ ne . 
: — 7 
* | | ‘ | 
a | 
} 
| 
} 
- J / 1) 
. . | | 
| 
| 
ene | 
oF. : | 
; 
fa 5 Me cag id ce Meet. 5 bs 4 a a a Sei 5 nf ‘ ' aye ~ ‘ e re e z “2 . Bi ae J : x ¥ : 


1IOHSALOOS 


rer xe “ae ee. ee io — te ae ye ee Soe” ll ree + eet 
Or aae cee er — a +g * i ae. ae 
4 girs x. 
\ \ 7% 
or 5 
iy 4 
; .* i] ing » See 
. Xs S. / a i 
AX AWS te Behe 
LQ : ae ae 
| WA | s 4 
QE | aa ete 
i ~ SN We | ; io ‘ 9) 
We st : | | hee 
i yr ae . Ea 2a 
me N p . ; a 
‘ \ d ° 7 ee ee a 
i \ : E Bp aah 
\. ae é ea 
ae . \ ot d , amar 
x \ i} ve, 
re: . N | } hae 
oe \ i é . 
Ba ‘N aes, | i y » 
pes, oie } HH} ’ 7 _" “ 
ay i a eee ! ames 
pee i Hil!) 1 Saale 
ae se eee. | Piva $ 
4 i : eae 1} Awe 
ao ae me Sd Il! et 
s - a il! ae 
4 o we : ee 7 iI} Mone 
$4 — | e L, oot I ie 
f a an 7 < f 
; a Pe oe aa 7 Ponder dorioty Hl! y ry | . 4 t ‘pte 
4 ts a : a - i | y fl F £ a 
x 7 a HA way 
; - al Bs 8 7 y 4 ey Bi . a ! } " i] f Sores: 
ss ee a ia ae 
i — MN rok. 
7 | ! i ee 
| ae te 2 Btn yl as 
‘ea - Dy il} -. is 
r ; : ; ce i| j th } .. s 
; f i eA 
] i FC i 4 u : 2 ce 
« - i ae aa hee ; ae 
= SSS eg eo eee lt sa : Pee 
j a aa - = cS oe R S : : Pay 
: a § ti) 
38e ie a 
ae 4 ee e ae 
an, A ae i rs a ae 
2 ; as ’ aris 3 
t . ii 
; 4 ie Paks. . , & > : ae 
ad R = y 7 e e ah 7 
oe < a 
% a } ea 
d ’ Baek 
; ae } } ; ae 
, \ S 
: wR 
) ; Se 
4 Y } / / is 
if : \ j . ee Ae on. 
' . ¥/ Re ing 
y BZ eal 
. Za = BA a aie 
| | a 
a re See i‘ : ZF BZ tthe %, € at 
; ’ ible a aa 
. % ame he J ee 
' ‘ . - = SS ge F Sok it cae 
7 y a ae 4 sap po 
if / ‘ r eae a - = an a % Ne ., 
7), - = ——- _ : re 
' — a J | - , a tan 
} . ie ' ss B a ies eae, = ‘ <>) ; 
| — — = x ins re oe 
i] . ‘ir . a i , a Sie oe : cae 
| 3 a. |e | oe a Fee re 
| | ee ee tee es 
pikes a ene is A a 
Ca Pee i f ¥ YZ ee 
' Y = eg Me > 
) 3 rs ing 
| cai 
| Se ee 
. ans 
1 ee ee 
| Snel 
| Y s 
. ° y . e . — "ths 
i {rv engpaninge 5 thie dpnet, the S14 tanks Cetlins Miter & Hrdehinga, » oe 
Sry 
{ Pise 
ee 
. ae 
AKA 
— " ea 
uf :" : a 
ey — , pet 
oS bia 
i ie Bee orb ae 7 i> oi aa a a a ae ae eo > a q bs See a 4 


These advertisers 


make hay while the sun shines 


Colgate-Palmolive-Peet Co. 
with Susan Peters in “Miss Susan” 


General Foods Corp. 
with The Bert Parks Show 


Procter & Gamble Co. 
Corn Products Refining Co. 
Chesebrough Mfg. Co. 
Hunt Foods, Inc. 
Simmons Co. 
Andrew Jergens Co. 
Durkee Famous Foods 
American Home Products Corp. 
Minute Maid Corp. 
Hazel Bishop, Inc. 

with The Kate Smith Show 


Standard Brands, Inc. 
with NBC Comics 


Lever Brothers Co. 
with Hawkins Falls 
(scheduled for early Spring start) 


Quaker Oats Co. 
with Gabby Hayes 


Colgate-Palmolive-Peet Co. 
Mars, Inc. 
Kellogg Co. 
International Shoe Co. 
Welch Grape Juice Co. 
Wander Co. 

with Howdy Doody 
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NEW YORK, CIRCLE 7-8300 


on NBC television 


the market is big—with 11,100,000 sets installed as of 
February 1, 1951. 


the audience is big— with 6,142,500 viewers reached 


each day by television’s top daytime show. (NBC 4 to 5 pm) 


the ratings are big—one show hits 25.0... another, 11.4 


in the 3:30 to 5:00 period. 


the results are big—daytime is sales time, and success 


stories are the order of the day. 


and costs are low — competitively low. Time charges 


are one-half of evening rates. Talent costs are lower, too. 
Result: Daytime TV is showing its heels to other visual 
media on a cost-per-thousand basis. Ask about 

select daytime availabilities. 


Data sources: ARB, February weekly averages. 


\pU LEIS 


A service of Radio Corporation of America 


CHICAGO. SUPERIOR 7-8300 © HOLLYWOOD, HOLLYWOOD 9-6161 © DETROIT, SALES REPRESENTATIVE, WOODWARD 3-6872 
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How Ronson Advertising is Planned 


Told by Five Execs 


Valenstein Also Lists 
Ten Commandments for _ 
Business Paper Salesmen 


New York, March 12—-How an 
agency arrives at a sound advertis- 
ing policy and schedule for a cli- 
ent was explained today to mem- 
bers of the New York Dotted Line 
Club by five executives of Grey 
Advertising Agency. 

They used one of the agency's 
major clients, Ronson Art Metal 
Works, manufacturer of Ronson 
lighters, as a case history. The 
speakers included Lawrence Val- 
enstein, agency president; Arthur 
C. Fatt, executive vice-president; 
Herbert A. Vitriol, research di- 
rector; Ferd Ziegler, sales promo- 
tion director; and James S. Mor- 
genthal, account executive. 

Mr. Valenstein, before intro- 
ducing his panel of experts, sug- 
gested ten commandments for 
business paper salesmen: 


es “1. Know the agency that han-| 
dles your prospect’s  account.! 
Famiiiarize yourself with its phil- 
osophy and practices. 

“2. Get acquainted with the ac- 
gount executive and how he oper- 
@tes 

“3. Be sure you're well ac- 
qQuainted with the trade or indus- 
ty served by your customer or 
prospect. 

“4. Know more than a few facts | 
about the advertiser and his field. | 
A little knowledge can be a dan- 
@erous thing. 

/ “5. Study the advertiser's adver- 
tising. 

“6. Correlate your information | 
and study how to use it to the best 
a@vantage. 

“7. Don't gossip. 

“8. Don’t call just to find out 
Whether you are on the schedule. 
Have something constructive to of- 


“9. Don't be afraid to offer ideas. 
“10. Don’t be a ‘me-too-er.’ Have 
s@mething of definite value to 


@ Mr. Fatt explained that Ronson 
digtributes through 100,000 outlets, 
dées an annual business of more 


~ Name McDonald 


‘MR. E. W. McDONALD has been 


promoted from manager of Gen- 

eral Outdoor’s Davenport and 

Cedar Rapids branches to man- | 
ager of the company’s Akron) 
Branch. Mr. McDonald has been 

in outdoor advertising for 11 years. 

This experience plus a successful | 
background in merchandising will 

help him in his new capacity. He 

is already serving GOA’s Akron 

clients from his new office at 140 
Last York Street. 


(ADVERTISEMENT) 


of Grey Agency 


than $30,000,000 at a gross profit, 
before taxes, of $8,000,000 to $9,- 
000,000. The company, Mr. Fatt 
said, does 55% of the lighter busi- 
ness in the U. S. and sells 6,000,- 
000 lighters of all types annually. 

The agency's job, he said, boils 


down to helping Ronson maintain 
its leadership in the field and 
helping it to advance its position. 
The basic tool used by the agency 
is research. 

Mr. Vitriol explained how re- 
search is used. The company’s 
products consist of three groups of 
products: pocket lighters, table 
lighters and accessories. Consumer 
research is carried on to learn the 
market potential for each product 
in each market area and Ronson’s 
potential in each. 


“Research is valueless,” Mr. Vit- 
riol said, “if it does not give simple | 
answers to these simple questions: 
Where are we selling? Where 
should we sell? What is needed to 
reach the people we want to 
reach?” 

He gave credit to the business 
press as a major source of market 
data and said that many agencies 
and advertisers are indebted to 
business and industrial papers for 
cooperation in gathering and in- 
terpreting market data. 


Advertising Age, March 19, 1951 


Intensive study of market areas 
is necessary, he said, to deter- 
mine potentials. Sometimes, as a 
result of such studies by the Grey 
agency, Ronson has been able to 
split up certain territories among 
two or more salesmen which has 
resulted in larger sales for the 
company and larger commissions 
for the salesmen. 


es An important part of market 
research, Mr. Vitriol said, is media 
evaluation. Ronson uses radio, 
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Advertising Age, March 19, 1951 


television, magazines and business 
papers. Its original radio show, 
“Twenty Questions,” has demon- 
strated its sales value many times, 
particularly last Christmas, when 
a poll showed that one out of 
every four radio listeners bought 
a Ronson lighter as a Christmas 
gift. In contrast, only one out of 
every seven of the television audi- 
ence bought Ronsons. This poll in- 
fluenced the company to intensify 
its television advertising, Mr. Vit- 
rio] said. 


Mr. Ziegler told how the use of 
a collective and systematic method 
of display at the point of sale helps 
build Ronson sales. By the use of 
specially designed merchandising 
units the company has increased 
its sales of lighter accessories 
300% in the last year and a half, 
and has increased the use of dis- 
play cabinets in jewelry and de- 
partment stores from 1,000 to 50,- 
000 in the same period. 

Mr. Morgenthal said that a pan- 


Thompson Co. recently showed 
that a silhouette of a Coca-Cola 
bottle was recognized among na- 
tionally advertised products by 
more people than any other and 
that a Ronson lighter was second. 
He said this demonstrated the ef- 
fectiveness of Ronson’s national 
advertising. 


e The vitality of the company’s 
“Twenty Questions” 
gram, he said, was shown by the 


radio pro-| 


people send in questions every 
week, and that the radio show has 
a sponsor identification rating of 
65%. 

The company’s business paper 
advertising, he said, is designed to 
do one job only, and that is to 
show retailers how they can make 
more money. Ronson does not con- 
tribute to retailers’ advertising, 
he said, but retailers advertise 
Ronson lighters because they know 


Dailies’ Promotion 
Men Plan Working 
Washington Session 


Des Mores, March 14—Advance 
indications are that the annual 
meeting of National Newspaper 
Promotion Assn. April 30 to May 
2 will be the largest the organiza- 
tion has ever held, according to 
Bert Stolpe, NNPA president and 


el survey conducted by J. Walter fact that an average of 40,000| it will mean profits for them. promotion manager of the Des 
| Moines Register and Tribune. 
The meeting will be held at 
the Wardman Park Hotel in Wash- 
ington. 
| Aside from luncheon and dinner 
| speakers, the entire program will 
| be a fact-finding clinic, with key 
| speakers introducing the subject, 
members of an expert panel ex- 
pressing their views, and open dis- 
cussion from the floor. 
| 
. There will be separate sessions 
; on research, editorial and circula- 
| tion promotion, public events and 
| public relations, advertising pro- 
| motions, the trade press, etc. 
A feature of the session is ex- 
| pected to be the evening meeting 
| April 30, which will be devoted to 
television, with Louis Hausman, 
| vice-president, Columbia Broad- 
casting System, delivering the 
principal talk. 

Key executives in the govern- 


bs it Animat. es 
_ Vegetable, Mineral ? 


Capehart-Farnsworth Co 
Fort Wayne, Ind., will take fo 
color pages in Life, Look and 
New Yorker to introduce “a d 
tinctive new clock radio,” to 
tail at $49.95. The campaign, wh 
will break in Look April 14, 
be supplemented by trade pro 
tion in eight publications. J. 
Mathes Inc., New York, is h 
dling. 
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MICHIGAN FARMERS KNOW HOW TO MAKE IT PAY! 


JUST 
BETWEEN 


ars ~ 
Pee al 


Think it’s a chicken embryo? or a stone? You can be sure this “variety” farming 
calls for special farm knowledge. And 
Michigan farm families get it from the 
one farm paper that specializes in their 
farming interests—MICHIGAN FARMER. 
It's so important that 4 out of every 5 
farm families in Michigan read it. 


Michigan farmers would spot it instantly 
s as a bean many times enlarged. They 
know it because it’s one of the many im- 
portant crops that give them such strong, 
: steady income. 


With crop variety, Michigan farmers are 
not dependent on the price behavior of one 


Mighty few other upper-third farm in- 
crop or two. Conditions are just right and 


come states give you such a steady selling 


Toke a look at the buying 


i markets are just fine for lots of crops—like opportunity. Two that do are Ohio and City morket. 1950 Sates tien. 

. ie dry edible beans that brought more than Pennsylvania served by THE OHIO epement Survey of Buying 

| §| $33,000,000 income in 1949. And Mich- FARMER and PENNSYLVANIA ettective boying income of 

; igan is first in cherries, 2nd in peaches, FARMER $48,578,000, and Davenport 
; 4th in buckwheat and all vegetable sales. ’ alone has on overage effec: 

| } Mention any crop—and chances are Mich- For the full story, write T1013 Rockwell ing oe | be rad gaclea 
; igan is high on the list for it. Avenue, Cleveland 14, Ohio. pony Ren “lb pr tant 


cim for the Quod-City mor 
ket (Dovenport, lowa, Rock 
island, Moline ond East Mo- 
line, Wiinois) . . . through 
THE DAVENPORT NEWS.- 


RICH QUAD-CITY MARKET 
By Using The 
DAVENPORT NEWSPAPERS 
The Only Newspapers with 
Home-Delivered Circulation 
on both the lowe and Iilinois 
sides of the importont Quod 
City market. 


East Lansing 
PENNSYLVANIA FARMER 
Harrisburg 


THE OHIO FARMER 
Cleveland 


THE DEMOCRAT & 


represented nationally 
Jonn & Kelley, inc. 
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STRIPLING'S, Fort Worth, Texas, used Better Homes Week to establish their store as THE brand- 
name store in Fort Worth. This interior display of Fostoria and Imperial crystal, Royal Doulton 
and Lenox china stopped hundreds of homemakers. 180 ‘8SH&G-advertised products tied in. 
Sales upped 20%! 


T. S. MARTIN'S, Sioux City, lowa, termed their promotion “highly successful.” This Maytag 


washer demonstration was only one of many crowd-pulling events. Robert Duffy, President, said, 


“Our sales figures ded our i 


P Y- 


[I more stores score with 


BH 


Better Horn 


Sponsored by Better Homes & Gardens, 
the magazine of greatest home influence 


Here's more proof of BH&G's local impact—and the 
buying activity of its 3%2-million better families. 

Sparked by BH&G editorial and advertising pages, 
these eleven stores drew huge crowds and piled up 


HINKEL'S, Wichita, Kansas, put up the SRO sign when Jim Liston, BH&G assistant editor, held a 
decorating clinic. Advertising manager reported sales shot up as much as 25% in some depart- 
ments, Four months later, effects of Better Homes Week are still being felt! 


as \veeks | 


sales with decorating clinics, manufacturers’ demonstra- 
tions and other special events. Through 1950, twenty- 
seven top department stores held Better Homes Weeks 
—and eight more stores are already scheduled to hold 
Better Homes Weeks this spring! 


Each year adds to the proof of the phenomenal sales 
and merchandising power of Better Homes & Gardens 
—with its 3’%-million selected families. 


» 


nt 
| 


pp 


BON MARCHE, Secitle, Washington (also their Northgate and Everett stores) promoted their 
“Housewores Fair as the high spot of Better Homes Week. 16 full-time demonstrations were 


featured, drew heovy traffic and upped sales! 
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WOLF & DESSAUER, Fort Wayne, indiana, featured a dining room group in this window display 
tying in with Better Homes Week. Promotion was held over two additional weeks! 


BON MARCHE, Northgate, Washington (also Seattle and Everett stores) devoted this window 
display —one of fourteen — to Salem, Universal, and other BH&G-odvertised chino! 


| ind. 1 2,000 7 
, Fort Wayne: bh.) 123 
- Wolt & Dessover «, Northgat®, Everett, Wos prpoed “3 - 
Bon ee pee Orieans, Le- oan poor a 12 
Maison Ble . : 16, 


£ OMING uP GOLD'S, Lincoln, Nebraska, featured BH&G-advertised curtains and rugs in this window display, 
Cc Poul, Minn dn oni April 16-21 tying in with their second Better Homes Week! 
St. Paul, Minn. He eadee an 
Bon Marche  —qunannee™® Philadelphio, Fe. a hcananda Aprit 16 ae 
Golden Rule : sweet ese Okiahome City, Okle- Moy eo 
Gimbels . Evanston, e Moy 
ongmire Oak Pork, Ill 
nonowe Chicege. may 14-19 
wieboldt’ 43rd neor Halstead moy 14-19 


Lincoln ot Belmont 


Serving a 
SCREENED MARKET 
of 3%-Million 

Better Families 


é oe 
MAISON BLANCHE, New Orleans, Lovisiona, featured BH&G-advertised Magicolor in this 
window display —one of seven tying in with Better Homes Week! 


MEREDITH PUBUSHING COMPANY Des Moines, lowo 


t 


KRESGE-NEWARK, Nework, New Jersey, dramotized their Better Homes Week with colorful WHITNEY'S, Albany, New York, window display featured their schedule of special events for 
displays like this one featuring BH&G-cadvertised Cannon sheets and towels. 248 BH&G- Better Homes Week— model rooms based on BHAG's editorial, “Your Favorite Color Schemes.” 
advertised products were tied-in. Big crowds and big sales! Lectures and demonstrations. 155 BH&G-advertised products were tied-in! 
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FOR COMPLETE INFORMATION WRITE: 


TODAY 


If your products are used 
in the business office, 
you need to sell this 


active 


career-minded 


= while BUYING HABITS are being formed 


§ SECRETARY 


McGRAW-HILL BUILDING, NEW YORK 18 


Borden Promotes Two 


Richard L. Maxfield has been 
appointed director of sales and 
distribution of the Chicago milk 
division of Borden Co. He has 
been with the company for 20 
years. Harold R. Fagerson, with 
the company 28 years, has been 
named general sales manager of 
the division. 


Gets Furniture Account 

Dempster Furniture Co., Sikes- 
ton, Mo., has appointed Harold 
Kirsch Co., St. Louis, to handle 
its advertising and merchandising. 
“Bold Venture,” a new half-hour 
transcribed radio show featuring 
Lauren Bacall and Humphrey 
Bogart will be used. 


Jones Joins Mason Agency 

Reginald R. Jones, formerly art 
director of Herbert S. Benjamin 
Associates, has joined Glenn Ma- 
son Advertising, Shreveport, La., 
in the same capacity. 
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Miss Universe and Her Celestial Court 
Will Be Chosen in Catalina’s New Contest 


Los ANGELES, March 14—The 
Bathing Beauty, resplendent in her 
sleek, form-fitting swim suit, is 
about to make a comeback. 

On the theory that, “if others 
won't, we will,” the maker of Cat- 
alina swim suits has decided to 
launch a supra-national beauty 
contest with the stage settings of 
Hollywood, the razzle-dazzle of 
Barnum and the deft touch of pro- 
motion-minded department stores. 

“Miss Universe” will be the win- 
ner’s name. Catalina Inc., Pan 
American World Airways and a 
Hollywood studio still unnamed 
plan to search the U. S. and the far 
reaches of 40 foreign countries for 
promising young ladies with figure 
beauty and the proper amount of 
elan. 
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THE DALLAS NEWS is the only metropolitan 
newspaper-influence throughout the Double Dallas 
Market, and an important factor in the development 
and unity of this larger Dallas area. In The News 


AY FERMLARY i oy 


* cast IN THE [J county DALLAS MARKET 


ONLY The Dallas News has kept pace with the Dallas market... because only 
The Dallas News gives effective, merchandisable coverage of the Dallas area 
outside of Dallas County—the PLUS AREA that Dallas merchants say adds 40%, 
to their business. Only The News reaches this 3,149,918 Double Dallas Market and 
its net buying income of $3,305,497,000—more than one-third the population 
of Texas with more than one-third the total buying income. 


‘Ge Dallas Morning Nes 


og Only in THE NEWS can you get 
N| 5 Lowe Sclliing Foowe 


£555 $554 im the big $$ 555 


STATIONS WFAA % TEXAS ALMANAC 


your sales story gains double selling force in the 
Double Dallas Market from the larger circulation, 
more thorough coverage and readership, and the 
added acceptance and inflvence of Dallas’ most 
influential newspaper. 


CRESMER & WOODWARD, INC., Representatives New York * Chicago * Detroit * Atlanta * San Francisco * Los Angeles 


Branch offices of the three com- 
panies will conduct preliminary 
contests throughout the world. U. 
S. lovelies will be selected from 
each of the 48 states, possibly 
through competitions sponsored by 
local chambers of commerce. 


e Pan American will fly the lead- 
ing foreign contenders, still under 
wraps, to the Mecca of Beauty 
where, under the skilled eyes of 
Hollywood judges of feminine 
comeliness, contestants for the 
title will be unveiled and Miss 
Universe will receive her celestial 
crown—plus a long-term contract 
from one of the major studios. 

Having gathered the daughters 
of Aphrodite in one place, the con- 
test sponsors are understandably 
reluctant to see them disperse im- 
mediately. As a result, they have 
decided that earthbound folk 
throughout the U.S. shall have a 
chance to view the queen and her 
court—in department stores of all 
major U. S. cities. 


@ Operators of a chartered flying 
saucer service undoubtedly would 
have a silver opportunity to ferry 
the maids from city to city, if such 
entrepreneurs existed. Until they 
do come forth, the attractive lasses 
undoubtedly will be forced to use 
conventional transportation. 

How did the project originate? 
According to Catalina Inc., the 
Miss America Beauty Pageant of 
Atlantic City has adopted a “new 
policy of focusing more attention 
on talent than on figure beauty.” 

“This was evident,” the company 
insists, “immediately after Miss 
America 1951 was selected and the 
Miss America Pageant refused to 
let her pose in a bathing suit for 
a magazine cover. 


s “In addition, through the failure 
of the Miss America Pageant to 
fulfill its obligations to Catalina, 
the swim wear concern was forced 
to cancel its usual Miss America re- 
tail store personal] appearance tour 
for this coming season. This poli- 
cy is gradually eliminating any 
value of the bathing suit tie-up 
with the Miss America Pageant. 
“Also,” Catalina asserts, “the 
Miss America Pageant tie-up of- 
fers no point of sale value to Cata- 
lina’s thousands of dealers, where- 
as an international contest would 
be of great value to retail and spe- 
cialty stores throughout the entire 
U.S. and in foreign countries.” 
Only Jupiter Fidius could evalu- 
ate the merits of the argument. 
Meanwhile, eyes right for Venus! 


Amundson Joins Jones Press 


W. M. Amundson, formerly pub- 
lic relations director of Campbell- 
Mithun, Minneapolis, has been ap- 
pointed editorial director of Jones 
Press Inc., Minneapolis. He also 
wiil supervise the book publishing 
activities of American Photo- 
graphic Publishing Co., Minneapo- 
lis, a Jones Press subsidiary 


Jaydee Appoints Metcalf 
George T. Metcalf Co., Provi- 
dence, R. I., has been appointed 
by Jaydee Cleansers, Providence, 
to handle the advertising for its 
five stores. Newspapers, radio and 
television will be used. 


John Budd Moves Office 
John Budd Co., newspaper ad- 
vertising representative, has 
moved to larger quarters in the 
Graybar Bldg., New York. 


— NEED PHOTOGRAPHS? 


Over 20 million negatives in photo files of | 
| hundreds of gov't agencies and other Wosh- | 
| ington sources available for search. Uni 

versal subject range. Al! useful editorially; 

advertising often requires selection avoiding 
identificble persons. Explain needs fully 

We will search and send 8 x 10 glossies on 

5 day approval. Search fees due if any 

used, $15. for first picture retoined; $6 

each additional; 3 picture minimum. Write, 

wire, Washington Commercial Co., Dept. 8, 
1200 Fifteenth St., N.W., Washington 5, 0.C 
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Milwaukee Journal (E & S) 
Chicago Tribune (M & S) 

Los Angeles Times (M & S) 
New York Times (M & S) 
Washington Star (E & S) . 
Detroit News (E & S) . 
Baltimore Sun (E& S) ... 
Miami Herald (M&S)... 
Philadelphia Inquirer (M & S) 
Houston Chronicle (E & S) ... 


One-Paper Coverage 


| SP PNOMAWN- 


The Milwaukee Journal is read regularly in 93% 
of all homes in a major metropolitan market of 
nearly a million people. 


Concentrated Circulation 


Milwaukee Journal circulation is built to sell the 
Milwaukee area—not the Middle West. 73% of 
i the total is in the ABC City Zone, 90% in the 50 
{ Mile Retail Zone, 93% in the 100 Mile Zone. 


Concentrated Market 


a 


The Milwaukee 100 Mile Zone in rich southeastern 
Wisconsin is less than 30% of the state’s area, but 
does 73% of the state’s retail sales. 


THE MILWAUKEE JOURNAL 


| America’s Top Advertising Buy 
| 
1 


| What makes a top 
advertising buy? 


TOTAL ADVERTISING of the First Ten NEWSPAPERS 


Both Six and Seven Day 
| As Measured by Media Records, Inc. 


| YEAR — 1950 


Lines 
44,649,859 
43,179,051 

. 39,831,792 
39,574,371 
38,854,833 

.. 36,962,387 

36,292,120 
36,249,618 

.. 36,019,931 
35,945,448 


A OL EE RS. nee 


Retail sales in the Milwaukee 100 Mile Zone ex- 
ceed the total sales in 35 of the 48 states. ' 


Quality Market 


Retail sales per family in the Milwaukee 100 Mile 
Zone are 33% above the national average. 


100% Family Readership 


Practically all Milwaukee Journal circulation is 
home-read, multiple-reader circulation. 


Low Rates 


Milline rates of The Milwaukee Journal are 20% 
lower than the average for U. S. newspapers of 
comparable size. 
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Design Packages tor Photogenic Qualities 
as Well as ‘Sell,’ Wheeler Tells Admen 


HOLLYWwoop, March 12—While 
the photogenic qualities of a pack- 
age as seen On television are not 
the only factors to be considered 
when developing containers, the 
subject warrants considerable at- 
tention, according to Leonard 
Wheeler, packaging consultant. 

Speaking before the Hollywood 
Advertising Club last week, Mr. 
Wheeler said most advertisers ob- 
tain strongest package identifica- 
tion on TV through the use of bew 
dummy containers or retouched 
photographs mounted on cards. 
But it will become increasingly 
necessary, he predicted, to employ 
the actual container, one reason 
being that color is one of the more 
important merchandising factors 
in modern marketing 


One of the results of present- 
day color consciousness, fostered 
by fashion designers, interior dec- 


orators, architects, furniture ‘and 
rug manufacturers, etc., has been 
a more careful and studied selec- 
tion by consumers of the products 
they buy in packages, particularly 
when they purchase for the first 
time, he said 


es Mr. Wheeler said it is essential 
that package colors, once estab- 
lished, should be maintained in as 
n@arly exact reproduction of the 
Ofigina!l as possible. A good tele- 
viBion transmission, although in 
black and white, can recall to the 
viewer's mind a visualization of 
the actual color, he said. 

As an example of the desirabil- 
ity of using actual packages, he 
p@inted out that illustrators, in 
omer to assure more natural tones 
afid better quality in a b&w repro- 


diction, frequently paint the 
ofiginal in full color. 

(Although television has made 
gfeat technical strides, it is not 


rays possible to secure the same 
r@pults obtainable by photography, 
Mr. Wheeler said. The combina- 
tién of color response of the TV 
c@Mmera pickup tube and varied 
types of studio lighting sometimes 
comspires to make certain colors 
“lok like what they ain't.” 

This makes it necessary to in- 
stall a “studio type” pickup tube 
in the camera, and to assure that 
the combination of the color re- 
sponse of the tube and light 
sources be ‘such that the over-all 
reproduced picture is essentially 


$O- 


Gets You 


13,277° 


Compare the rate! 

Compare circulation! 
Compare the big, 33 county 
Golden Belt Market! . . . 


$639 Million Retail Sales 
$466 Million Farm Income 
$1 18 Million Food Sales 


(SM, 5/10 80) 
Play the winner! Put your 
money on the people's choice in 
Eastern Carolina! 
Ralsigh 


The R 


News and Observer 


* Minimil-Maximil Morning Rate, $2 
=* Morning Circulation, 113,277 
Sunday Circulation, 116,310 
(ABC, 9 30 50) 
The ONLY Morning - and - Sunday news- 
paper Published in The Golden Belt 
of the South 


REP: THE BRANHAM COMPANY 


panchromatic. This result now has 
been achieved in many studios by 
using the new RCA Image Orthi- 
con tube and suitable incandes- 
cent lighting. 


es Mr. Wheeler discussed results 
of an experiment, conducted in 
cooperation with Station KNBH 
here, designed to determine what 
happens to package colors under 
average TV conditions, and to as- 
certain what hues produce the best 
results 

Using slides, he showed six 
groups of hues, each group having 
three varying shades tested. Some 
of the results: 

Reds appeared nearly equal in 
value, and carried more color than 
usually expected. 

Orange registers 


rather well 


The more yellow in the hue, the 
higher the reproduction value. As 
orange consists basically of the two 
weakest hues from the standpoint 
of TV techniques, it should always 
be grayed down for best trans- 
mission. 

Yellows wash out much more 
than reds, under either incandes- 
cent or fluorescent lighting. Tans 
do not register well, but Mr. 


Clean, modern, simplified designs 
are important in this case, he said. | 
Script types, small reverse lines | 
and outline letters become con- 
fused blurs and tend to complicate | 
matters if the colors are not suffi- | 
ciently gray. 


| presence of blue 


252 VARIETIES 


Wheeler pointed out that covi| 
a flat color may not register by it 
self, it may sometimes be defined | 
by its environment or background. 


FIRST OUTDOOR—Smart & Final Co., Los Angeles wholesale grocer, has just in- 


augurated it first use of outdoor advertising with this painted bulletin, 


being used on a rotating basis in suburban and metropolitan Los Angeles. Dan B. 
Miner Co., Los Angeles, is the agency. 


of their The 


and/or green 


istics ingredients. 


|gives darker reproduction values. 


s Browns, being mixtures of col- 
ors, give varying results depending 
upon the quantity and character- 


Greens tend to wash out in pro- 
portion to the yellow in their 
make-up, Mr. Wheeler said. Blues, 


drawn 


on the other hand, reproduce well. 
A rich black value 


can best be ob- 


tained by using deep green-blue 


combinations. 


The following conclusions were 
from the test: Design 


NFLUENTIAL 


sends 


ATLANTIC + PACIFIC + LATIN AMERICAN + CANADIAN 
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should be simple for best repro- 
duction. This applies equally to 
space division, lettering and prod- 
uct illustration. Colors reproduce 
stronger if kept on the gray side. 

The danger of losing definition 
increases in direct ratio to the in- 
crease in the brightness and purity 
of hue. Any color with a reflec- 
tance factor of less than 50% will 
reproduce well. 


e If a package is predominantly 
yellow, white, or any of the weaker 
hues, it should be shown against 
a dark or gray background—light 
backgrounds should be used for 
dark colors. White is not a good 
background color. Lighting should 
be full and simple—not tricky. 
Mr. Wheeier reported that best 
effects will usually be obtained 
when the product or package is 
viewed standing by itself against 
a contrasting background. When a 
container is shown in use, some 


way should be contrived to place 
it in such a position that the same 
or another camera can pick it up 
alone. This is especially true, he 
said, in the case of cellophane 
packages, glass containers, highly 
varnished or gloss ink labels and 
most round packages. 


Prepares Silverware Drive 

Young & Rubicam Ltd., Toronto, 
has prepared an extensive spring 
ad campaign for International 
Silver Co. of Canada Ltd., Hamil- 
ton, Ont. Eight mailings have 
been prepared in a direct mail 
campaign to dealers, announcing 
hollow ware and flatware avail- 
able in the new 1847 Rogers Bros. 
pattern, Daffodil. Starting this 
month and continuing until mid- 
June, national ads will appear in 
two English and two French week- 
end newspapers and one French 
and three English women’s maga- 
zines. A syndicated ad column 
will be placed in two issues of a 
digest magazine. 


Starts Fresherator Drive 


Silex Co. Ltd., St. Johns, Que., 
is launching a large spring cam- 
ee for a new product, the Silex 

resherator, a set of jars with a 
patented seal which retains the 
freshness of foods kept in the re- 
frigerator for many days. Daily 
newspapers will be used to intro- 
duce the new product, and large- 
space newspaper ads will promote 
other Silex lines. Trade advertis- 
ing will be used to inform dealers 
of merchandising and advertising 
plans. The Montreal office of 
Cockfiefd, Brown & Co. is handling 
the drive. 


Fruehauf Starts Campaign 


Fruehauf Trailer Co., Detroit, 
is running three-column ads in 75 
daily papers in as many cities, in 
a 12-week truck-trailer mainte- 
nance campaign. The participa- 
ting papers are located in cities 
having company-owned sales and 
service branches. Zimmer-Keller 
Inc., Detroit, is the agency. 


Otters Ad Aid Booklets 
Westinghouse Electric Corp., 
Mansfield, O., is offering two ad 
booklets to help its major appli- 
ance dealers coordinate local ra- 
dio and newspaper advertising 
with national promotions. One il- 
lus rates and lists 128 cooperative 
newspaper ads for retailer use; the 
other presents 90 radio commer- 
cials on the full line of Westing- 
house major appliances. They may 
be obtained from department MP, 
Consumer Service, Westinghouse 
Electric Corp., Mansfield. 


Morton to Griswold-Eshleman 


Morton Co., Louisville, has ap- 
pointed Griswold-Eshleman Co., 
Louisville, to handle a national 
campaign promoting its frozen 
chicken pot pie, chicken a la king, 
beef pot pie and other frozen food 
items. Newspapers, television and 
point of sale material will be used 
in all major markets. Morton's 
bake-and-serve feature, with no 
defrosting, will be stressed. 


MAGAZINE 


an important letter to an export executive. 


THE WEEKLY 


inte 
cn ou: 
LY: cor ¥ 
prain sets 
= nd cial as + 
cha re P export 
pear ™F a of ME <n grandine te t° 
in ae 1 as tne — communtee = ell 
onal ait er 110 n you can pon gnfor® ny 
a qime Inve ough ¥ o 5 sett Tener eins 
1- t a 
mediv® rkets - rerence™ gorta’® Lee’ g70 00° 

your Bia prané Py gnan th. more ty and 

as pui a yosice pagezin’ ove geek 

piece ine -_- “ pusines > po fo nere® 

ewsmab™” a's * rs cere oi rity 

= rear, as nappe 4 wore & poorer 

rofes t* an adve a 

: al acrat mor riceres vy gover™ 

v . neet nave aers™) 

2. AS event nts . nien FOC, capitate” sack & 
° ove e rid nm 

in Me a an th bd ‘ weeks gpi lity 
in - gici® aates ef peak! — 
ment sate cL0sine ive y gast- not th = 

? 

. IME'S Qyertisiné) “cines sie 3? io - 
wnite st jor ou ean ant pewspare™ ” ynrest: T “_ ay 
can “ements Voulé use years of ne errenthe 
anno S you 4 to tne onmant Me can ne 

same * is geare TIME can eride a 
: m: ne 954° 
In snort {ME can inter ence in a is . 
naliie cant ° 
can 38 1590" 40 ‘yoo ¥ sincere? 


ne"; me 
= z ao tne - 
yo 


wsisre 


NEWSMAGAZINE OF THE WORLD 
9 ROCKEFELLER PLAZA > NEW YORK 20, N.Y. 


‘ 


| newspaper 
| Chicago Tribune, New York Times, 


29 


Magazines to Carry 
Republic Steel Ads 
on Free Enterprise 


CLEVELAND, March 13—Republic 
Steel Corp. will enlarge its “free 
enterprise” campaign, carrying it 
into magazines in 1951, Chester W 
Ruth, Republic advertising direc- 
tor, has announced 

This will be an expansion of the 
American-way-in-industry theme 
which recently won for Republic 
a first-place award of the Free- 
doms Foundation. Meldrum & 
Fewsmith is the agency. 

First of Republic’s 1951 free 
enterprise advertisements will ap- 
pear in the April 21 issue of The 
Saturday Evening Post. Others will 
follow in Country Gentleman, Ohio 
Farmer, Pathfinder, Successful 
Farming, Time and U. S. News & 
World Report. 

Heading the steel company's 
schedule will be the 


Washington Post and Washington 
Times-Herald. 

A greater general audience is 
the goal of the 1951 campaign. Last 
year, the Republic campaign was 
conducted chiefly in newspapers 
in towns having Republic plants, 
and by direct mail and posters. 


Rock Island Names Gregory 

A. B. Gregory, formerly finan- 
cial writer with United Pres, 
Washington, has been named sfe- 
cial representative in the public 


lations-advertising department of 
Rock Island & Pacific Railroad @o., 
Chicago. Mr. Gregory will be in 
charge of the road’s publicity, will 
| assist in advertising planning @hid 
| serve on the centennial commit 
which is now laying plans for 
railroad’s 100th anniversary c 
bration in 1952. 


: 


4 
Boyce to Superior Separatot 
| E. C. Boyce, formerly prodict 
manager of Kaiser Aluminum) 

; Chemical Sales, has been na 
| director of advertising and s 
| promotion of the Farmhand digi- 
sion of Superior Separator « 
Hopkins, Minn., manufacturer jof 
materials handling equipment r 
farm use. 
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Ad Gets Plug on Front Page 


of ‘Ohio State Journal’ 

The Ohio State Journal, Colum- 
bus, recently carried an item on 
the front page telling of a four- 
color full-page ad on page 22 
placed by Walkers, Columbus 
store, featuring Hart Schaffner & 
Marx suits. The item pointed out 
that the Journal was picked to 
carry the ad because it had spe- 
cial facilities for full-color print- 
ing. 


A DVERTISERS 
AGENTS © CLIENTS 


The tontinuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — ali are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE For DETAILS AND RATES 


EMPLOYERS REINSURANCE 


‘CORPORATION 


insurance Exchange Kansas City Mo 


Johnson Motors Produces 2nd Sound-Color 
Film to Introduce Outboard Motor Line 


WAUKEGAN, ILL., March 14— 
Johnson Motors division of Out- 
board, Marine & Mfg. Co., follow- 
ing the successful utilization of a 
sound-color film to introduce its 
Sea Horse 10-horsepower  out- 
board motor two years ago, has 
prepared a new 16mm sound-color 
film to introduce its 1951 line, 
which features a completely new 
Sea Horse 25-hp. motor. 

Filmed at Kentucky Lake near 
Murray, Ky., last September, the 
movie had its premier showing be- 
fore nearly 400 Johnson dealers 
at the Waldorf-Astoria early in 
January. The film itself will con- 
stitute the major portion of John- 
son dealer luncheon programs to 
be held in various cities through- 
out the U. S. this year. 

Titled “Sapphire Lake,” the pro- 
duction stars the “Allen family,” 
father, mother, son and daughter. 
Instead of the family scattering to 


the four winds during the summer 
months, mother puts her foot down 
and, unbeknown to the remainder 
of the family, rents a summer cot- 
tage. The resulting action com- 
bines romance, suspense, comedy— 
and advertising—into an enter- 
taining 40-minute film. 


e Comparing the two _movies, 
Johnson Motors feels that the new 


production far excels the previous | 


film. But at the same time the com- 
pany notes considerable demand 


for the earlier movie on the 10-| 


hp. model. 

Dealer reaction to this visual 
means of advertising, it is pointed 
out, has been excellent. Through 
the use of the films, demonstra- 
tions are possible during the win- 
ter months in northern states. 

According to Johnson, most 
dealers are usually members of 
local sports and civic groups, and 
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ON LOCATION—Filming of Johnson Motors’ new sound-color movie was done on 
location in Kentucky. Johnson is using the film as a dealer aid and as an adver- 
tising medium available to sportsman’s groups, civic organizations, etc. 


ANOTHER smicration 


To BUSY SEATTLE 


Once again, the manufacture of planes and other impldments of war 
has touched off another boom in busy Seattle. Again—as in 1900, 1910, 
1920 and 1943—and now in 1951—families are coming here to work— 
and finding the Puget Sound land a wonderful place to live. 

Once more advertisers are getting in on the ground floor of this new 
era of Seattle’s growth. They know The Seattle Times is the preferred ‘ 
newspaper in 8 out of 10 homes in this busy, prosperous market. 


Concentrated, frequent 


advertising in The Times 


ane sh AE 
boosted Seattle to 


192 


(King County). 


\ = 


tethe-key for success in de 
Seattle. SEE T teneteneateenll ! 


FIVE GREAT MIGRATIONS 
TO SEATTLE 

1900 a aeestceod, 1006. Soattie population jumped to 80,830 

1910 Ataine Gold Rush, 

. shipbuilding and timber production 


1 94 3 Families flocked to Seattle to build Boeing planes, tanks, 
warships, merchont vessels 1950 census showed they 
stayed to live—726,055 people in Seattle 


1951 Another wave of people coming to 
important Seattle. Again high wages and ideal climate 
crvecing families 


in 1880. Transcontinentel railway 


1898. By 1910, population increosed 


city of 315,000 by 1920. 


> ae in busy, 
who will stay to make Seattle 


a 


Represented by OMARA & ORMSBEE 


New York * Detroit * Chicago * 


los Angeles * 


Son Francisco 


are constantly looking for well- 
produced movies which are not 
blatant advertising. Hence, one 
Johnson film requirement: “Have 
the advertising there without the 
observer feeling that information 
is being crammed down his 
throat.” 


@ Dealers in many cases have re- 
ported actual sales resulting from 
the showings. The factory opinion 
is that the films offer another one 
of the many impression values nec- 
essary in closing the final sale of 
an outboard motor. 

Because of the demand for “Sap- 
phire Lake,” temporary distribu- 
tion is being limited to bookings 
through the company’s dealer or- 
ganization. Many Johnson dealers 
have found it profitable to rent a 
local hall, invite their good cus- 
tomers and use the movie as a 
basis for a generally entertaining 
evening. 

Johnson estimates the cost of 
the new film, which was produced 
by Paragon Pictures, Evanston, 
Ill., at approximately $20,000. 


MacFarland Named A. M. 

Day & Night division of Affili- 
ated Gas Inc., Monrovia, Cal., has 
appointed Gene MacFarland ad- 
vertising and sales promotion man- 
ager. Mr. MacFarland had been 
with the Los Angeles Daily News, 
Kaiser Co., Grove Laboratories 
and A. C. Nielsen Co. 

Appoints Young Agency 

Radiant Baseboard Panels Inc., 
New Britain, Conn., manufacturer 
of Radiant-Ray brand of base- 
board heating, has placed its ad- 
vertising with R. H. Young & As- 
sociates, West Hartford, Conn. 


$8xid0 | 
GENUINE 
GLOSSY 


PHOTOS 
ta Quantities 
SELL BETTER! 


juction negatives 
here required $1.35 


| PHOTOMATIC co. 


| 53-59 E. Illinois St., Chicago 11, Illinois 
\ Phone: WH itehall 4-2930 
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More Regulation Is 
Danger for Admen 
to Watch: Borton 


Syracuse, N. Y., March 12—Elon 
G. Borton, president of Advertising 
Federation of America, told mem- 
bers of the Syracuse Sales and Ad- 
vertising Executives Club today 
that many restrictive bills to con- 
trol] advertising are pending in 
state legislatures and that the ad- 
vertising business must guard 
against further encroachments. 

Unless advertising watches its 
step carefully in this mobilization 
period, he said, it may be burdened 
with further regulation and pos- 
sibly even direct taxes. The grow- 
ing need for new tax sources by 
government increases the latter 
danger, he pointed out. 

Advertising should increase with | 
stepped-up production as it did in| 
World War II, Mr. Borton said. 
It should increase its informative 
service also, he declared, to help 
the public buy more wisely and 
to advise it on how to obtain sub- 
stitutes for products that will be. 
needed for military purposes. 

Above all, Mr. Borton said, ad- | 
vertisers should not relinquish 
their place in the competitive mar- | 
ket just because demand may ex- 
ceed available goods. Such a men- 
tal attitude means economic sui- 
cide, and the American public, 
trained to advertising appeals, Mr. 
Borton pointed out, is quick to for- 
get the manufacturer who lapses 
into advertising silence. 


Ofters Sectional Circulation 
for Mail Order Advertisers 

Starting with the June issue, 
Family Circle, New York, will 
launch a new advertising and edi- 
torial department, “The Shopping 
Circle,” which offers sectional 
circulation for mail order adver- 
tisers. The new department will 
have a three-unit setup, enabling 
the advertiser to buy one, two or 
all three units to build a national 
market. The units are as follows: 
eastern unit, with a circulation 
guarantee of 1,030,000 and a line 
rate of $7.10; central unit, with a 
guarantee of 765,000 and a line 
rate of $5.25, and western unit, 
with a guarantee of 985,000 and a 
line rate of $6.80. 


Buffalo Has 190,911 TV Sets 
Niagara Mohawk Power Corp. 
reports that there were 190,911 
TV sets in Buffalo as of March 1, 
an increase of 8,954 since Feb. 1. 


PremeiienterDisbel | 


Mr. W. D. DIEBEL, formerly man- 
ager of General Outdoor’s Akron 
Branch, has been promoted to 
General Outdoor’s Minneapolis 
office at 2020 Washington Ave., 
So., where he assumes manager- 
ship of the Minneapolis and St. 
Paul branches. Mr. Diebel’s 26- 
year background in the Outdoor 
Advertising Business covers 
everything from office boy to star 
salesman and manager. At his 
new post, Mr. Diebel is putting 
this valuable experience to work 
for GOA’s many clients. 


—————DVERTISEMENT -———~S 


Kool-Aid to Get Increased 
Push in Three Media 


Perkins Products Co., Chicago, 
manufacturer of Kool-Aid, base 
for soft drinks and desserts, in a 
stepped-up campaign, will use 34 
magazines, about 3,000 newspapers 
and outdoor in 50 major markets 
this year for Kool-Aid. 

Ads ranging from b&w single 
columns to four-color pages will 
carry the theme, “Keep Kool-Aid 
in the icebox by the pitcher full.” 
The magazine schedule, starting in 


May, will include Collier's, Ladies’ 
Home Journal, Look, McCall's, The 
Saturday Evening Post and Wom- 
an’s Home Companion. The agency 
for Perkins is Mason Warner Co., 
Chicago. 


Joins ‘Western Family’ 

William M. MacFeely, formerly 
western retail merchandising man- 
ager of Glass Container Manufac- 
turer’s Institute, has been named 
special representative of Western 
Family, Hollywood, Cal. 


Americas 


) FOREMOST 
( TOY TRADE 


Magarine 


ADY PUBLISHING 
71 W. 2d N.Y. 10 


SALESMAKER TO THE (CENTRAL 


A shoe manutacturer with one 
WSM half-hour program a week in- 
creased his Central South sales 73 per 
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Keller Charged with Forging 
Advertising Contracts 


Francisco office of Silas Dean Ad- 
vertising Co., faces a grand theft 


1,000,000 men of 
influence can be influenced 


his 


on forged advertising contracts. 
The warrant was sworn 
Joseph Barry, 
the agency. 

Mr. Barry charged that the San 
Francisco manager forged the 
names of two officials of a mach- 
inery manufacturing concern to 
advertising contracts totaling $13,- 
200, from which Mr. Keller de-| 
rived $3,851 in commissions. 


Malone Agency Adds Four 


Norman Malone & Associates, 


vice-president of 


in The ELKS Magazine 


When your institutional message or product story is un- 
folded before more than 1,000,000 Elks, you are reach- 


ing one of America’s most selective male mass markets. 
tive staff. They are: Harold P. 
Drake, who formerly operated his 
own agency in Utica, N. Y., and 
Herbert W. Dray, 
and advertising manager of Para- 
vox Inc., to the creative copy staff; 
Edward W. Runge, 
Hartman Advertising Art Studio, 


In over 1580 communities, Elks rate as men of influence 
—51.9% are business owners... 46.1% are administra- 
tive and operating executives ...11.6% are professional 
men, The Elks is their magazine, fraternal in nature, 


national in scope, high in editorial excellence. Schedule =f? eT ly handled client house or- 


gans and publicity for Jay H. 
The Elks to sell your ideas as well as your products. ee en eee 


| Skippy Peanut Butter 
Starts Spot Radio Drive 
\ ‘ Skippy peanut butter has 
; launched a spot radio campaign 
\ with an expenditure of $200,000 


‘THE \ in_ northern Illinois, Wisconsin, 
Minnesota, Iowa, Nebraska and 


é North and South Dakota. The 
schedule calls for spots on 18 sta- 
tions and will run through 1951. 
Guild, Bascom & Bonfigli, San 
Francisco, is the agency. 


Appoints Rollman & Cary 

Rollman & Cary, Cincinnati, has 
been named to handle the adver- 
tising of Square Appliance & Elec- 
tric Co., Cincinnati. Radio, tele- 
vision and newspapers will be 
used. 


AGAZINE | 


New York + Chicago + Los Angeles + Detroit - Seattle 
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| way ADMEN GET ULCERS... 
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Enlarged reprints available upon request 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 
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to by) 


Akron, has added four to its crea- | 


formerly sales | 


formerly with | 


art staff, and Charles Elliott, who} 


| 


Kar! Keller, manager of the San | 


charge in San Francisco following | 
arrest on a warrant alleging) 
collection of $3,851 in commissions | 


Art Timmerman (McCann-Erickson), president of the Walter Dill 
Scott chapter of Alpha Delta Sigma, Northwestern University, pre- 
sided over the initiation of three new professional members at a 
Chicago ceremony. One of the initiates, Fairfax M. Cone, chairman 
of Foote, Cone & Belding, spoke at the meeting; the other two new- 
comers are Melvin S. Hattwich, account executive of Needham, 
Louis & Brorby, and Kurt Stoehr, lecturer and faculty adviser, ADS, 
at Northwestern. . . 

Harold E. Fellows, general manager of WEEI, Boston, received 
the national award of the National Conference of Christians and 
Jews on behalf of his station “for outstanding contribution during 
the past year to mutual understanding...” The citation was made 
at a luncheon co-sponsored by the Boston Chamber of Commerce, 
the Advertising Club and Kiwanis Clubs of Greater Boston. . . 

Ed Segrist, account executive at R. J. Potts-Calkins & Holden, 
Kansas City, has received his third Purple Heart since his arrival 
in Korea late in November. The “million dollar wound” was caused 
by a 30-caliber slug in his leg, resulting in a compound fracture of 
the fibula. Ed, now awaiting shipment to Japan, reports an easy 
life—“excellent Navy hospital chow and movies every evening.” 

Chicago Musical Instrument Co.’s ad manager, Aileen Grossman, 
who is also secretary of the Advertising Executives Club of Chicago, 
has returned from a month's trip to Cuba and Guatemala. . . Cleve- 
lander Lester F. Grimes has sold his interest in Fawn Art Studios to 
his partners and plans to move to Florida.. . 


a 


HAPPY DAY—Allen B. Gellman, president of Elgin American (the smiling man in 

the center), had just made a hole-in-one shot to the sixth when this shot was made 

of him, golf pro Tommy Armour, and Mrs. Gellman on the Boca Raton course in 
Florida. His feat was the first on record for the 189-yard shot. 


Cash & Carey are now a part of the McGraw-Hill operation. 
Henry J. Carey, formerly with National Advertising Service, is the 
new sales promotion manager of Electrical Merchandising, and 
James H. Cash, previously on the staff of McGraw-Hill Interna- 
tional Corp., has joined the Chicago ad staff of EM...Among che 
Frost Merchandising Awards winners for 1951 are Gerald O. Kaye, 
v. p. in charge of sales for Bruno-New York, and Martin Scher, ad- 
vertising and sales promotion manager of Motorola-New York... 

When the Kudner agency moved to its new quarters in New York, 
prexy Jim Ellis had his crew put together an orientation booklet 
called “Where?” listing shops, restaurants and other facilities in 
the new neighborhood. The booklet is so popular that other tenants 
moving into the new office building are continually requesting 
copies ...Vera Halloran, librarian of J. M. Mathes Inc., is in charge 
of the special course on advertising libraries currently being con- 
ducted by the New York chapter of the Special Libraries Assn. . . 

Samuel Bronfman, president of Distillers Corp.-Seagrams Ltd., 
celebrated his 60th birthday with the establishment of the Samuel 
Bronfman Foundation. The initial contribution is $1,000,000 to Co- 
lumbia University for a professorship, fellowships, etc., which will 
“promote understanding of the principles of democracy and treedom 
of opportunity...” 

Among the newly elected directors of the United Defense Fund 
are Morris Jacobs, of Bozell & Jacobs; Walter Fuller, Curtis Pub- 
lishing; Mark Ethridge, Louisville Courier-Journal; Palmer Hoyt, 
Denver Post; and Frank Folsom, Radio Corp. of America.. . 

Sam Rogoff, president of Cincinnati Pencil Co., is chairman of a 
committee in charge of a springtime “Luau” scheduled by the Ad- 
vertisers Club of Cincinnati at the Maketewah Country Club April 
14. Gladys Wheat, ad director of Fenton-Wuerdeman Co., is co- 
chairman... 

Back to the service goes Ronald Q. Lowell, executive v.p. of 
Mortimer Lowell Advertising, New York, as a Ist lieutenant in the 
Marine Corps...Ditto Jack Mohler, WOR account executive, cap- 
tain in military intelligence...Leo J. Borman, head of news and 
public affairs at WCCO, Twin Cities CBS outlet, won the 1951 By- 
line award, annual citation of Marquette University College of 
Journalism. . . 

Roland Whitehurst, v. p. in charge of sales, who started out as an 
office boy 43 years ago, has been elected a director of Electric 
Storage Battery Co., Philadelphia. . . 

William E. Sproat, v. p. and art director of J. R. Pershall Co., will 
conduct an advertising art indoctrination course at the Art Institute 
of Chicago on Monday evenings, March 26 through June 11. Titled 
“After School, What?,” the course will give students a look at the 
operation of the advertising art business, through trips to an agency, 
art studio and mechanical production suppliers. . . 

Philip White, midwestern manager of Calkins & Holden, Carlock, 
McClinton & Smith, heads the state public relations committee of 
the April fund raising drive of the Illinois division, American Cancer 
Society. . . 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets 
National Advertising Representatives: Sawyer-Ferguson-Walker Company © Chicago °* 


New York, 285 Madison Avenue 
Detroit °¢ Atlanta © Los Angeles 


San Francisco 
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Sales Easy, So Rockwell Devotes 
Big Ad Budget to Nine Objectives 


PrrTssuRGH, March 15—Two and 
three years ago, when the first 
rush of postwar orders had been 
filled and many manufacturers, 
faced with declining sales, were 
resorting to the historic practise of 
cutting sales and advertising bud- 
gets, Rockwell Mfg. Co. here 
changed the formula by expanding 
its sales force and increasing ad- 
vertising expenditures. 

How successful this aggressive 
approach was, ADVERTISING AGE 
reported Oct. 10, 1949, by which 
time the downtrend in both sales 
and earnings had been reversed, 
while many competitive companies 
in the diversified Rockwell mar- 
kets were still far below postwar 
highs. 

Now, with defense orders piling 
up and backlogs building day by 
day, what has happened to the 
Rockwell sales and advertising 
policy? 


a “It happens,” says W. F. Rock- 
well Jr., the company’s president, 
“that both our 
sales and adver- 
tising budgets 
aren’t far from 
those in years in 
which we had 
top sales. I say 
‘it happens’ be- 
cause we did not 
arbitrarily de- 
cide that, simply 


because sales 
PF. Rockwell Jr. Were up, we 
could set aside 


re money for promotion. We 
‘t use a percentage of sales 
determine selling and adver- 


ng programs; we do watch per- 
tages as a check against past 
formance and a guide in profit 
casting. But the actual pro- 
ms approved depend upon the 
to be done.” 
fhen 1951 selling and adver- 
tin budgets were prepared, Mr. 
kwell says, nearly all of the 
Réckwell product lines were re- 
ceiving orders at a rate in excess 
of shipments. Consequently, hard 
piduct selling, except in isolated 
S, was not the most important 
ctive for 1951. 
"After analyzing our problem 
irefully, we decided upon a 1951 


marketing program with nine ob- 
jectives: 


al. To keep the company’s re- 
lative competitive position as high 
or higher in every field in which 
we operate, regardless of possible 
necessary changes in the use of 
our plants for defense work. 

“2. To aim at continued bal- 
anced production in each plant. 
Any manufacturing plant is set 
up on the assumption that there 
will be a certain proportion of pro- 
duction as between various prod- 
ucts it produces and, when this 
balance is upset, there is bound to 
be some waste of men, materials 
and machines which were matched 
with this balance in mind. 

“3. To keep distribution forces 
together, continuing sales train- 
ing, jobber education programs, 
etc., so that the money we have 
invested in such training in the 
past will not be lost through in- 
activity and inattention. 


a “4. To suggest specific uses for 
our products in defense activity, so 
that with a steady flow of rated 
orders our material procurement 
problem will be simplified as 
much as possible. 

“5. To teach better maintenance 
of our products so that users who 
may be unable to buy today will 
stretch the life of our equipment 
they now have in service. 

“6. To make clear to our cus- 
tomers, employes, suppliers and 
stockholders our position in a war 
economy and the importance of the 
products we supply. 

“7. To divert some time and 
money from straight-away product 
promotion to an advertising pro- 
gram which will help tie together, | 
in the public mind, the fact that) 
such products as Delta tools, Nord- | 
strom and Edward valves, Ohmer | 
taximeters and fare registers, and | 
our Empire water meters and) 
Rockwell gas meters and regula- 
tors are all Rockwell products, 
though their trade names and 
often their sales forces are dif-| 
ferent. We want to show the cus- 
tomer the logic and the benefit to 
hirn of this relationship. 


a “8. To prepare or ‘soften’ certain 


v 
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WINS spots move mountains of everything—tfrom collar 
buttons to ‘‘Constellations’’—fast! Let us give you examples! 
WINS spots have a high Pulse but a low rate per 
thousand homes. Let us show you! 
WINS spots, in other words, sell more, cost less. 
Get the straight facts on a WINS spot buy. 

Call your WINS representative 


. . see him when he calls! 
*Source: Pulse of N. Y.—Dec., 1950 


York 


new and fringe markets where, 
when unrestricted production is 
possible again, we can get the in- 
creased sales we will probably 
need to maintain high employment 
and adequate return to our stock- 
holders. 

“9. To develop and test long- 
range plans for the aggressive 
promotion and sale of both old 
products in old markets, and for 
the introduction of new products 
now in the development stage, so 
that the post-defense adjustment 
period will be as short and pain- 
less as we can make it.” 

Once this program was de- 
veloped, Mr. Rockwell reports, 
budgets were prepared. To ac- 
complish the results, divisional 
sales and advertising managers 
made certain recommendations, 
nearly all of which the company’s 
budget committee accepted. 


es Among these recommendations 
were: 

That the Delta distributor train- 
ing program, by which groups of 
mill supply and hardware store 


salesmen are given a week of in- 
tensive training at the Milwaukee 
plant, be extended despite the fact 
that the defense period meant in- 
creased sales personnel turnover. 

That advertising emphasize 
maintenance rather than strictly 
competitive copy. Water meter ad- 
vertising, for instance, now com- 
bines a two-thirds page product ad 
with a one-third page editorial- 
style lesson on good meter main- 
tenance. 

That visual education material 
—movies, working models, etc.— 
get a larger share of the budget. 

That the sales force be strength- 
ened in nearly every division. 

That external house organs be 
continued, but the editorial di- 
rection changed to emphasize ap- 
plications in defense production, 
even though that type of editorial 
costs more to collect. 

That catalogs be revised to in- 
clude more parts lists, main- 
tenance instructions and operat- 
ing guides for inexperienced per- 
sonnel in customer companies. 

That the market research de- 
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partment budget some of its time 
for media studies in both estab- 
lished and possible new markets. 

That a review of job descrip- 
tions in sales and advertising de- 
partments be made to tailor as- 
signments to the changed pro- 
motion pattern. 


ae “When these recommendations 
had been put into the form of 
estimated salary, travel and other 
costs in the sales departments, and 
in the form of space, production, 
personnel and service costs in the 
advertising departments, we found 
that the end result was that our 
budgets were up _ considerably. 
Actually, it now appears that our 
sales and advertising costs, as a 
per cent of sales, may be less this 
year than in the last several, but 
as I say we use the percentage 
figure for checking rather than 
developing budgets and expendi- 
tures.” 

Over-all, Mr. Rockwell said, ad- 
|vertising budgets were up about 
|20% over last year’s expenditures. 
| Part of this, he points out, is due 
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to increased costs, but is offset 
somewhat by the reduction in ex- 
penditures for newspaper space. 
The latter was added to the budget 
in large quantities a few years ago 
when sales were headed down, to 
drive for quick sales in major 
metropolitan markets for several 
Rockwell products, notably Delta- 
Homecraft hobby tools. 


se Further, says Mr. Rockwell, his 
company’s policy on sales and ad- 
vertising budgets is against static 
programs. 

“All budgets are subject to 
monthly review at least, and 
marketing programs are subject 
to re-evaluation at any time,” he 
told AA. “The heads of our 15 
divisions and subsidiaries have a 
high degree of autonomy, and run 
their operations pretty much like 
their own business. They depend 
upon us—the headquarters staff— 
for general policies and guidance 
on the specialized problems of 
management. But because they are 
individual units, they can change 
quickly to meet changing condi- 


tions, so their sales and advertising 
budgets—like all their budgets— 
change frequently during the year 
and it is reasonable to assume that 
actual expenditures during 1951 
will be above the projected 20% 
increase over what I think is a 
relatively high but result-proved 
base of 1950.” 

Among the various phases of 
the 1951 Rockwell advertising 
budget is a new institutional ad 
series, to be written by Mr. Rock- 
well or other top executives, infor- 
mally discussing some of the day- 
to-day experiences in operating a 
diversified manufacturing busi- 
ness. 


Packard-Bell Adds Stations 


Packard-Bell Co., Los Angeles 
maker of TV sets, radios and 
PhonOcords, has increased its 
sponsorship of “Information 
Please” to include Portland, Ore., 
and Spokane. The program is aired 
on KGW, Portland, Tuesday 
nights, and KHQ, Spokane, Wed- 
nesday nights. This brings the to- 
tal to nine western cities carrying 
the show through Packard-Bell. 


Photographers Elect 

Robert C. Berner, sales mana- 
ger of Keystone Mfg. Co., has been 
reelected president of the Photo- 
graphic Manufacturers and Dis- 
tributors Assn. Other officers are: 
Vice-president, Jacques Bolsey, 
Bolsey Camera, New York; east- 
ern vice-president, Michael Mul- 
ryan, Hub Distributors, Boston; 
midwestern vice-presidents, Hen- 
ry Bohm, TDC Projectors, Chica- 
go, and Gilbert Heck, Da-Lite 
Screen, Chicago; West Coast vice- 
president, John Best, Ponder & 
Best, Los Angeles; treasurer, John 
Marshall, Marshall Colors, New 
York, and secretary, Wilfred 
Knighton, PMDA, New York. 


Establishes Teleprograms 
Alfred P. Sloan Foundation Inc. 
and National Broadcasting Co. 
have formed Teleprograms Inc., a 
non-profit corporation to present 
a series of adult education pro- 
grams. William Hodapp, formerly 
script editor and producer of 
WAVE, Louisville, has been named 
executive director of Telepro- 
grams. He will be producer of the 
new series, 26 programs of which 
will be presented during 1951. 


SEATTLE, March 14—An outdoor 
poster, showing Societe candies in 
14 color variations, will be used 
this spring by Imperial Candy Co 
in four northwestern states. 

At the same time, the poster it- 
self is used to merchandise the 
showing with dealers. In place of 
a broadside or verbal description 
of the poster, the Societe salesman 
hands a dealer a viewer and color- 
transparency slide, made from a 
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Outdoor Poster Is Salesman’s Tool, Also 


colored photograph of the poster. 
(The viewer is a 2x2” Testrite for 
35mm slides. Color transparency 
was from a roll of Tungsten color 
film from an Argus C-3 camera.) 

In all, 36 copies of the trans- 
parency were made for the Societe 
sales staff. Cost of viewer, photo- 
graphy and transparencies comes 
to about $1.50 per salesman. 

Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


| Barnard Gets 6-Month Leave 
to Work in Washington 


| Thurman L. Barnard, execu- 
| tive vice-president of Compton 
| Advertising, New York, has been 
| granted a six-month leave of ab- 
| sence to devote his time to the ex- 
| panding program of the §S 
Department's information divi 
| Mr. Barnard, who is chairma 
the plans board and a directo! 
| Compton, will serve as State 
partment consultant in Wash 
ton. 


Bothwell Expands Offices 
The main offices of W 
Bothwell Inc... New York, 
been expanded to occupy the 
tire 22nd floor of the buildin 
which the agency is now loca 
at 22 E. 40th St. Additional s 
|}also has been taken on the 
floor of the Lincoln Bldg 
| Bothwell's billing, accounting 
auditing departments. 


Rubenstein's Names Holden 

| Jack Holden, formerly an 
| count executive of Searcy Ad 
tising Agency, Portland, Ore., 
been appointed advertising 
| ager of Rubenstein’s, Eugene, 
| furniture store. 


|WHIO Appoints Wade Alle 


Wade H. Alley has been 
| pointed program and _ public 
lations director of WHIO, Dayton. 


CEDAR RAPIDS 


(LINN COUNTY) 


IOWA 


Now A 
METROPOLITAN 
| AREA 


| As Established by 
UL S. DEPT. OF COMMERCE» 
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POPULATION 
103,711 


Preliminary 1950 Census Figure 
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Saltlake 


Jordan Transterred 

A. R. Jordan, manager of the 
Phoenix branch of Foster & Kleis- 
er, West Coast outdoor advertis- 
ing company, has been transferred 
to the Oakland branch as manager. 
Mr. Jordan has been with the com- 
pany for 28 years. 


Cuno Shifts Plummer, Vleck 

Cuno Engineering Corp., Meri- 
den, Conn., manufacturer of Mi- 
cro-Klean filters, has promoted 
James A. Plummer to general sales 
manager and Durbin H. Van Vieck 
to manager of an enlarged sales 
engineering division. 


WBIS Appoints Kolby 

Cal B. Kolby, formerly on the 
staffs of WMAS and WSPR, 
Springfield, Mass., has been named 
general manager of WBIS, Bris- 
tol, Conn. He had been named act- 
ing manager in October, 1950. 


‘Times’ Transfers Stewart 

James Stewart has been trans- 
ferred from the local to the na- 
tional advertising department of 
the Hartford Times. 


Go tap 


i Here's a powerfully convincing graph showing an actual KRNT audience 
C as well as station standings in total-rated time periods.* 
S o~ KRNT DELIVERS THE BIG AUDIENCE > 
_— B — ONLY THIS MUCH * | 
‘ \ <—_———— C _ ont ths a ' | 
i 4 D—OoNLY THIS MUCH h ' . ! 
BUY KRNT «bar Sth » 
WITH COMPLETE Fomy ! { ' ' | 
4 THIS.» ' ' ! t | 
CONFIDENCE AND : ; ; : ' 
GET THE 


BIG 
AUDIENCE 
KEEP KRNT 


ON YOUR LIST 
TO SELL IOWA'S 


eect ac iiers 


HERE'S THE 


| LALTIKUTH 


ABOUT 
DES MOINES © 


3-hour jamboree from 6:00 to 9:00 a.m. 


\ Give your Katz Man a call today for the fabulous facts about this 
fabulous station. You can do no wrong when your list includes 
KRNT, Des Moines. 


x N *(HOOPER AUDIENCE INDEX, NOV.-DEC., 1950) 


Actual photo, made at 7:00 in the morning, of the crowd at the 4th 
ennual anniversary broadcast of KRNT's “Don Bell Show." The 
fabulous early morning disc jockey drew nearly 6,000 lowans to this 


KRNT LEADS 
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Conference Called 
on New Aspects of 
Trademarks, Patents 


New York, March 13—A confer- 
ence on “The Protection of Indus- 
trial Property in a Military Econ- 
omy” will be sponsored jointly 
at the Waldorf-Astoria on April 
5 by the New York University 
Graduate Schoo] of Business Ad- 
ministration and the United States 
Trade Mark Assn. 

Purpose of the meeting will be 
to give top management executives 
a clearer understanding of the na- 
ture and basis of rights in the in- 
dustrial property law of patents, 
trademarks and copyrights. Aim 
of the conference will be “to ex- 
amine these rights in terms of bus- 
iness interests and to seek a series 
of signposts to guide management 
in facing up to the problems that 
will come as the mobilization effort 
is intensified.” 


@ The morning session will fea- 
ture talks on trademark manage- 
ment by Sylvester J. Liddy of 
Munn, Liddy & Glacum, counsel 
to the Trade Mark Assn.; and on 
the tax aspects of patents and 
trademarks by William Woodward, 
attorney for American Telephone & 
Telegraph Co. These subjects will 
| be developed in terms of manage- 
ment interest and will highlight 
case histories of leading national 
advertisers. 

Anti-trust laws in a military 
economy will be the theme of the 
afternoon session. Talks will be 
given on the Robinson-Patman 
Act, anti-trust policy for business, 
the patent system and the anti- 
trust laws, and the Federal Trade 
' Commission's role in mobilization. 

Afternoon speakers will include 
James M. Mead, FTC chairman; 
Dr. Benjamin Werne of NYU; and 
Sigmund Timberg, chief, anti- 
trust judgment enforcement divi- 
sion, Department of Justice. 

Leonard W. Trester, director of 
| public policy for General Outdoor 
| Advertising Co., will speak at a 
dinner concluding the conference. 
His topic will be “Business Respon- 
sibility in a Military Economy.” 


| Arndt Appoints Thoenebe 

Herman S. Thoenebe, vice-pres- 
ident and copy director of John 
Falkner Arndt & Co., Philadelphia, 
| has been named creative director 
| of the agency and will act as co- 
| ordinator of both the art and copy 
departments. 
Stone to Work with OPS 

H. O. Stone, vice-president of 
Pacific National Advertising Agen- 
cy, Seattle, has been appointed 
public information representative 
of the Advertising and Sales Club 
on the mayor's committee for the 
Office of Price Stabilization. 


To Elliott, Daly & Sherman 

The West Coast division of Du- 
buque Packing Co., San Francisco, 
has named Elliott, Daly & Sher- 
man, San Francisco, to direct its 
advertising 


Crew 
IN A STEW? 
Over typesetting deadlines? 


IT’S NEVER TOO LATE 

... with FOTOTYPE. When you're caught in that 
last - minute deadline rush, just call your FOTO- 
TYPE kit to the rescue. It’s the speedy, modern 
solution to typesetting troubles. You, or anyone in 
your office, can set FOTOTYPE as fast as 15 char- 
acters per minute. Saves hours, dollars and nerves. 
Free catalog. No type used in this ad! 


YP 
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FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DC 


B)) Most Merchandisable Magazine 
in Rural America 


e@ Your dealers, the people who sell the goods 
you produce, place greatest importance on 
coverage of customers and prospects in their 
own community. In surveys conducted among 
thousands of dealers—more than 80 per cent 
placed volume of local circulation as the meas- 
uring stick they would use in choosing a mag- 
azine for advertising. 


@ In the best farm areas FARM JOURNAL covers 
out-of-town customers like the local paper. 
Not only is FARM JOURNAL the largest selling 
farm magazine — in rural America it is the 
largest selling magazine of all! lies 
, That is why FARM JOURNAL is the most 
merchandisable magazine in rural America. 


JOURNAL 


Here’s what Farm Journal alone gives 
READERS - ADVERTISERS - RETAILERS 


magazine in rural America 


1. The only farm magazine printed 6. Largest on-the-farm circulation 11. First with advertisers who count 

on news magazine presses of any farm publication results 
i 
il 2, Only Farm Journal contains The 7. The magazine farm families 12. Covers more subjects of interest 
iif Farmer’s Wife—the complete depend upon | to everyone on the farm 
| ( women’s service magazine written 8. ; ; 

expressly for rural homemakers ©. Largest selling magazine among 13. Greatest circulation of any 

| the millions of families who live " 


Most merchandisable magazine 
in rural America 


4. First choice of the people 


of rural America 


beyond TV 


The only farm magazine reader- 
checked every issue by Starch 
Advertising Readership Service 


Covers more of the best farms 


Greatest coverage where your 


best retailers operate 


5. Preferred by County Agents and 10. Lowest cost per delivered reader 16. Largest on-location, in-the-field, 
Home Demonstration Agents of any farm magazine full time editorial staff 


NO WONDER FARM JOURNAL IS 
THE LARGEST SELLING MAG- 
AZINE OF ALL WHERE HALF THE 
CONSUMERS OF AMERICA 
LIVE! CIRCULATION NOW 
MORE THAN 2,850,000! 
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Appoints Publicidad Badillo 
Publicidad Badillo Inc., San 
Juan, Puerto Rico, has been named 
by Myrurgia, S. A., Barcelona, 
Spain, to handle the advertising 
of its cosmetics and perfumes in 


Federal Reserve Figures on Department Store Sales 


salers were $8,630,000,000, com- 
pared with a $6,983,000,000 in- 
ventory valuation in January, 1950. 


% Change from ‘50 
Week Ended 


Federal Reserve Feb. Feb. Mar. 
By 
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DEPARTMENT STORE 
SALES INDEX 


Week to March 3, '51*p288 


Puerto Rico. District and City Ww ua w Feb Bop 
WASHINGTON, March 12—Retail spending during the week. ae may En a = ns ' om Fe Feb. o- bg ‘ 
sales continued at a record pace Erie took top position among the New Haven 19 «#6150—4 ones | ; 
ain Agency Moves . during the week ended March 3. cities, with a 50% rise in sales. It | ern p. . BR bee +~ eo ae 
_Hening & Co., Philadelphia polar volume during the week was followed closely by Akron hap! — Sects 2 38 ee as ae wees 
agency, has moved to larger quar- - : Month of Jan., 50* 216 
ters in the Lewis Tower Bldg was up 18%, compared with the 47%) and Toledo and Houston a — Distric 4 = . eee 
: same week a year ago, and up 5% | (both up 41%). Buttalo = 3 «(S pPreliminary. 
from the preceding week this year. During the week, consumer buy-' New York 2 2 13 *Not adjusted seasonally. 
Not all Federal Reserve districts ing in a number of Federal Re- chester 7 2 & : , 
9 reported large gains, however. The serve districts shifted from big Philadelphia District | ee, sd ——— 
a? Boston and Minneapolis districts ticket appliances to soft goods. PR nee ey s rs 3 Chicago 2 35 20 
~ ; 3 - eveland District 2 réi 36 Ind onal 26 
taining «6WETe Up Only 4% and West Coast Television and radio receiver sales Akron 0 3 47 oa 0 ' = 
ve pres Cities reported an average increase slowed noticeably, while demand Cincinnati 4 63 6 Milwaukee 13 36) «O13 
dever™ o pall an 4 . Cleveland 29 47 39 b 
me nenettead Of BG. for suits and outer garments in- = Columbus > es 2 SS 2 © 
ve Yeni In contrast, residents of the creased. — ae Louisville 2% 3 Ww 
— rent) Cleveland district continued spend- Pittsburgh 32 380C—o34 Ws Louis Area s HB 2 
aeou' ing heavily. The district asa whole # The Department of Commerce Richmond District 18 rl6 16 ne ne seeeres ae 
= reported a 36% gain in dollar vol- estimates that sales of service and Weshinghon 18 61512) “Minneapolis 15 h ‘ 
, , . . Baltimore 22 22 21 St. Paul 
ume, as compared with the same limited-function wholesalers in Atlanta District oe 2 6 Dubus -Bupeciar o B.. -: 
< week last year. January totaled $7,423,000,000, eo | = ! Kansas City District 5 «@ 
eos The Philadelphia, Chicago, St. compared with sales of $5,165,000,- Atlanta ss eo i ae | 
280 york 2 Louis and Kansas City districts 000 in January, 1950. wo a = = 2 Kansas City 4 9 2 
also re avi ; : =... ,- 5 St. Joseph 4 6 
also recorded heavier than average January inventories of whole- Chicago District Ss & & Gidenenn, Cats 2 «6 
Tulsa —16 16 22 
Dallas District —t 9 LB 
ee Dallas 9 ri5 ll 
ee Fort Worth —ll r8 8 
ee Houston 11 44 41 
ee San Antonio 4 4 7 
ee San Francisco District 5 13 x 
Ce, 7 Area M4 10 8 
ee. aklan 16 17 7 
wv e e San Francisco 13 13 a 
. .. by all odds the best of these studies 4 Portland sR 
' d d b " lishe 44 Seattle ; 23 «204 
produced by any newspaper.” —. s. irvin, Editor & Publisher $3 — 
ee . . 
ee Appoints John Perrin 
ce 
ee John F. Perrin, formerly a part- 
te ner in the Brady Palmer Print- 
Dh ing Co., Brooklyn, has been ap- 
+ / ; - + pointed manager of eastern manu- 
Fese-e seri Si et a. @ee facturing for United States Print- 
s asest a osacessees * ee ing & Lithograph Co., Cincinnati 
T, P LS ree _. Mr. Perrin had been with the 
j he analysis contains a detail- Saat aS 44 company for 18 years prior to q 
Sato ref a . ee serving with Brady Palmer. 
ed breakdown of: “ERTS teletacs ceetage are cetc tinge es ‘ " 
. ints Peter Lyman 
Ps Ppo 
L Sete ce Peter Lyman, account executive 
1. Dollar sales by county, district fa Pi of Frederick E. Baker & Associates, 
and state 2 Seattle, has been named public 
i information chairman of the Seat- 
es tle-King County Red Cross. He 
2. Gallon sales by type, district = succeeds Ted White, of Beaumont 
, & Hohman, who has been trans- 
and state od ferred to San Francisco. 
See 
3. A complete record of re- A Station CHGB Boosts Rates 
. : es Effective May 1, CHGB, St. 
' tail and wholesale sales of sak fess Anne de la Pocetiere, Que. 8 
sadivi . asi ee station in the French Network, has 
Sot ‘ ee 
5 e each individual brand, by 4 cogegee ee iy announced increases in its rates. 
; bd district and state with atin °° 83 The gross evening network rates 
- i ’ mone eek oa will be $35 for an hour, $21 for a 
? comparable figures for ot half-hour, and $14 for a quarter- 
ps the previous year. — 
. 
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POWER TO DO GOOD.POWER TO MOVE GOODS 


Ads appearing in The Kiwanis Magazine 
ore receiving on overage of 22% 
greater reader interest than identical 
or similiar ads appearing in two basic 
business and general publications!” 


Here's Why — 


Reader's confidence in advertisers 
with all general magazines* 
BE < cnrnebaunen 35.4% 
Equal With .......560 
0 49 
No Opinion 37 


Reader interest compared with other 
magazines regularly read* 


the KIWANIS Magazine 


PUBLISHED FOR COMMUNITY LEADERS 
$20 N Michigan Ave. Chicago 1). tll 
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offers you all 


LOOKS .. the best-looking ro. of all EXPOSURE .. 


. the longest-lived medium of all 


COLOR . .. the most colorful meium of all AUTHORITY. . . the best prestige-building medium of all 


e 
CONTENT .. the most diversified, gedium of all DISPLAY. .. the best product-display medium of all 


a 
FLEXIBILITY. .. the most flexible medium of lt WOLUME.. 


SELECTIVITY. . the most selective megum @all ECONOMY. 


. the most market-extensive medium of all 


‘ 


. the least money-expensive medium of all 


Only in magazine advertising do you get so 
many different aids in building national accept- 
ance for your product quickly. No other medium 
offers so great a sales potential—or so eco- 
nomical a price in terms of prospects reached. 


Deal NE -Louiscille 


Cc. 1. DEARING a, =, NC LOUISVILLE, KY 


nS bee Pe yee oe a un as: as a “a Tee. 8 ec Ma cee ay 2a ae ee me Seen Se 
2s eee ta: age a — me. 8 | tg ve ee a 
ete, 
eee 
* hes 
ee whe 
* * Sy) 7 
° * J 6 * ° 4 a, 
2 ~ + oe 
oa t <2 PS, ae ae 
~." : a th 
+ Ps: ae = “ee 
< * lo Sah 
* si e hs 
£%. 
: ee 
e * ‘. Fe 
e % . ae 
4 ; Poet 
5 s So a 
» — es 
e f : as 
e Pick. 4a 
i me RS 
e ” pe 
> %e °° . 
* . . = _ ‘re 
-_— 7 a. 
> M x ah 
ack . . oy 
eA p s 2 ; ok 
q ’ a . ees 
r. atts aha EN 
é . Bn 
4 m : ea Sy, 
pe f + oe. 
& : =,” 4 
rr “@ e. © ed 
. Oy Nee, ¢ 
. e ‘ oe me, ss 
oes, 
oe 
* an 
: oe 
mz by 
| tS 
ity 
> ves 
ee ae 
Rio 
ee 
| ee : = 
! ee 9 
Be ae 
\ d TES 
1 a 
| 
2 " | we 
aye 
| Bae 
| ee ers! 
\] NG 
| ie 
e @°® re 
a 
% ew? | os 
Z a 
. - 
\ pte. 
: ae 
\ & Sa 
° \ se 
ns. 
; in 
: \\ ms « 
} . y 2 aed 
7 ice 
. 7 , i foe 
; th : \ large 
. é | 4 \ 3 
Pe: eee 
i My _ a. rey 
‘ as ee ey ie 
@ Re 
| p + see 
ee 
| | che 
| : Mo, 
} pie 
: a Ps, 
| \ + . Baie. 
— ae 
a \ Tae 
} oo ae ba * 
ee -. 
| ae = 0 ‘ ; : ss 
| oe ee 
} “es 
i, 
eer 
ty a 
eh 
” . i, ee 
. r ¥ | : * 
ts — Sat i a a 7 OME ae as . ia i ie a ee oa = f Lk. oO Pon rig 
oy eis a mene My, |: 7 ae pe ett a rh . a eee ee at im: . Pan Rear - oe " 
ama 5 aes ee 7 REE ees a © oe — 7 or a Ay ec Oe er ae ae nt 


meres, 


Pala 28% 


ion 


lat 


| 
eee 


n life 


> 
wv) 
= 
Vv 
® 
: 
> 
‘ei 
5) 
mo 
E 


ica 


hat changes | occur 


‘in Amer 


i a ee | an rn oe 4 
Re: fe erg ae ee ae i — gta 
s atte ig Pass a ae a ee es |) a ee eee Se Sa ae en We. Pie ete ay ars =- 
—e % ‘ a ig eg. a 25 = q . aa eS ae oO rE eee 
Se +. $e | r oy ; i 3) 5 Pais ne ae 32 a: a ae | eee eee i oe .. a waits Ss, By frre 5 ae 
| 3 . . . ‘ ; B : : : ce eye |, Ae 
. mie: Seals ty . 4 se oi : oe ie : a A 
PNGB oe oe Te 5 . . , nj -_ - : . . a aS 7 mr 
‘ rela ic £ F ae z ae. me iy, aa, ie os ae 7 ‘ ' ; ue gn cal 
on oS hoe eee Se ee. ae oe eee oe ye <a Foe ed Le Slee 
wate < ° Sa ema ae =a ens sues (2 : ae > G Ve ee a. : ee et Be raceme or o~ A . a a em 
ae 4 aivaces « a ae ah A i Rs st ay, of nO = a yore a oe ey ey ete pee tet a 7 = eee 
zap Seamer See i: pee ee eee . oe os Vit oo ET Bares Pree) Pee | arse vee . aS poe 
es F +e oe ae “a fo a ee : ue A eee pee 2 eae pe eas oe ee ae cae eee) a ‘a 
Bee Be a ae ae Cees ke Ager Fe ee or A cos) me es — “oe ag oe 
at ee Fay ees eS yee ia po aa A Ee a on. poate ht = ae —— ‘ Beau e ie 
a ee ae ae a a ‘7 7 Y er Ma's Gee eae ee Qa sie a aan es 
ae ie Se ed a - AS a oo \\Y ee a Be 
cS i" ; .* Cae | ee a ee ae ) Se 2 aed 
cae = ee ge ae. - at et meee — ; »\ ~- Re, Bees 
Pay are Peis eee ee. 1 C a} ae “le ee — “— « ie 5) 3 - ig eye ee 
: ee \ — gee 
aa : Babe ic | Be | ee i we er oe. ae . m4 ee ee gs 
ah bore go ah eS Se ae ee ee ee ce <r > 7 aan See? 
a! iat eee OE ee se ie toe ee e ane . % a ee 
a Poe age. te ae ie ay 2 2 §. . owl ’ pe ee 
) es ee ay sae - | ee a A ‘i +. : ee ey 
‘ Pe a ge tae ett ae DANS ERS, | Sree ae : - -"@ ; ets ce P pee. bear te 
3 ee ue z Pe ee | Hs po See a Be el ee oF eee et 4 g Bi a. CS ae 
’ ee: SG E| ae OE a ja cn re eon)” , 4 eg 
pe ey SG on ae ae | y ee eat Bo Ge ‘ 4 ae ee ea 
; ae ee Sate ae . és \ et ae ee oe = ‘i Soe 
Tay ee mel ee ne bie ie oS 2 <7 bi : tne a 
Lee ee wae eee eet wae: oe — ; =e ie ae - ee ei | ARG, Sees 
Sg ie Sie a | eer ae Ke . a ele Bo ge 
z Se ae by ne ; * es ao mo ee SS ae ae : =a ¥ Age 
= Oe ; i ie ce gi ee - SS ee eis 
Se a) Ss Me oy Tape tes a) : _ ae “ae 
f  @ | er ee Pan eee tet , = eles days? 
iy 2 Be ee es Se a A _ ae Sle 2 ean 
: ete . Se cae a a‘ ae pe e ° fa a ee 
eo. ts “ ; . 3 a” flight ane 4 2 4 if Wed ¥ ; ee ae, 
150 i re: Coe = oan ys a oe non aa i SF; AANA \Y tes i 
< = = mic Sh ae “ mae & + ° |} See “, of We i x4; ‘sa 
Ve een fF: ee ae i wae ne 
pies ae a eee ee 
: ia ; ee - ee 
: : le a eee 
: : ~~ : ee 
*: E ne “Sige ae 
2 : le es Sk 
iva ey / ; EA. é seh ak tg 
Ra, Fy eee: sagen a ® _ I a 
ie . ees 5 ere — a Pe ee ee 
ee i Cen — = a Pg 43 eee seats: 
re = —— ——_ — } > a geiks 
‘’ - i . ee ae ee is 
a: OO sles - - : ee os 
ae a sy rat A _ Lee ae, eae 
a ee Res i | a a Oe A - mye s Fac 
oe mg ee oo ae ee BE 4 eae 
a oie ee . eae cae ee oe ea pr LE Fo a Aa Tih epg © 
at ene hes te ead ee ec ee 2 — , a Gir as oeee ae. 
ee es pr Le = | a Po ae a Be ue car aa Zz A “— a a “i We ae eho 
? Rees Se Pea: ee fe, Oe > ews. - | FL a —- ‘< ee ee 
i “doe ie eee a ee dy 5) ae) aa a (ne ‘wo ee 
4 es og a a Se s ks eee 
‘a Ses eau ae : : -* - 
% or = Tek oar i 
poet a qn 
‘ : be heat J a a = a 
: ee Be. 1 ee 
ee oni ; oy ee 
“ > oe ‘ bait — By 
» 2a e pane bs a ; 
a x ie. . 4 
Spa a 
‘| ey a is 
ig & ; ; - 
Ngee os Se Rae ee ee See ce. Ee” ay 
; bea : if pees ss eae me 4 ee es eee Pee eet a = 
a ha ee rer eee ae ae oS ee ee ict Be ere 
os mg ee a oe ; = pe: ea ak : ee erry ul 
Tete ‘i ee ehh ap ee [2 Z 2 ff aa le ee Se 2 eee: 
$ sear a eee Jou ee! Se oe E be : 2 esse, Fea eS - Sa 
ae Ae = ES EE ee re . aoe. ee See = pe ee. 
——— ee Po ae J : Oe = ee 
— _ ha ateaiameanate 5 i? oe. “ae 
— _ ‘ . 2 ~ : Patan ke tame * a e ie ok ae 
—_— S baa a ae ree ee et ee 
? “ OO ee a & cia 
; EL EE ee: ag A - 
: ae i Cas = ed +, 3 
EEE SSS ‘ ew { 
oii i in of . —/— 3 ‘ae 4 
ss ee Pe % : a 
“ = aids eS ee ‘ 
wy ta ‘ . 
4 Fs 5 ae ¥ f 
= a s] 
A " ‘ = ‘ : z 
aE Z ¥ —— on 7. “ 
- . —" =) _ q. See — 
iP aut : » : — 
r - as —_— * . ; 
: : — : 7 
* 4 ; . i t E ; 
ae = .. ‘: =f 
- Sas ; ‘ : 
‘ 3 
' ‘ 
= t3 : : ¢ 
vA " . 
=m a f ' 
—— 2 ; ; 
4° i ‘ 
¥ A 7 J i. 
nia ae 
& A 5 “im 7 } 
a « * r 
7 0 2 ee. : 
% "1 ae : 
+ 4 Sg. eae = ; 
ei] ahaa ae i 
yee ee ‘ ' : oie ee t “4 i 
coe xt wy es ne 
boy ni ‘ac di iy . > 
as : fe 2 ee = D 
tar $e 3 i i 4 a ee es icon = ‘ 
ta a Suey A ee ee ee 
ms < és at ~ ee Nee whe a ae 
ae. 8 —s | oa E 
ioc —" 9° 8 a 1 * 
— ae ¥ peed ee apt er sae a. A 
a ; ae > Fie soa i. é 
ee “ i ee ie oe Bl 
ees. Ss ere (gl ie ae ale - © 
— ‘a re ee mt 
pie a eee o ese) Cae et Bh a: ! 
x Br ae <5 ce 1 See s % * eer Aas J 
Pal pete iets mee crc ha oe es 
- fl a a a Mae aoa oe oe | 
Ta ee = 
ay 6 Big a ee ae Soe ae oy 
oi Th | hk eee ih eee ite 7. ze 
. = a 4 ee 2 cM eee ee 2 7 =. “aa ae ce. ier a U 
<a ‘ cw 2 a oleae 4 oF h 
— ee coe i Be 
owe. ae Agee ele eo eee SS “35g 
oe * — aC 5 a eee fr ek ae Fie ee ee a > a 
+ oe ay a ee 2 So ee ee, es 
Bey oe, ee kee ee See 4° ee |, = eae es Faye = Sea | 
ee ; a St eS ee re lagi re ay ha ai a RS Bits 2, <4 
a oe Ds a St or . i de ee e 
ar ag ie a * * We eae tp - OR 2 oars Koes, a! \ ee Ss i te 
Res ae , a agente 2 eye. - * bari oie ideas u pein i 
ee, ie et Ag ad or apa ti kaa ate ee: Bie cae : : { 
a4 as pe ee De ee fe re ca ? : 
Pe Re oi “eo aah ae ieee te See ‘ 
es Pd os Te ie, et - 7 a 4 oe oe os ee” ae a : : 
mee ce.) 7 y ~~ ee ‘ tess 
E ae ; =e x . - 4: wh} are oe = ) ioe c 
em 2 oe 2 ee ee 3 wae peas ™) oir eee ee” ie 44 q t fan 
ae ee ee Se a ‘ —— eae ; * : 
— gga Soe ae i . ee ee et oh ar : 5 ee. Ae’ 
ye = i Re See Seite o/ 7 ° ~ ee se : a : ‘ 
oe : “ae ete ee A Pee. 3 
{eee oe > 2a nem Eee TT te ee gee _ - a e spe path: 0 ii rene “ 
yt rn rT 3 F, ae ve at eg ee ne i th a i P.- bi ees .o = ReES S re 
eS ; eas Po ee: . : oy ee Ss eee eee i » ae ;  _——e - ll : 
oe Oe ae * Ne ea | 7 oe) ee are! ory. 2 eae = mr sc ors i a A aes ee mee * 
Sl > ian 7 oS a ee Ps ae - a : ia es ee Te: 
e ee Sot ts <r es nae a i ; ee as oe 


continues 


Rie eee lll ‘eo fo Pi se Doge eee 


re 


Total Average Magazine Circulation Per Issue 
1920 44,100,000 1940 94,800,000 
1930 78,800,000 1950 146,700,000* 


In the past 30 years, magazine circulation has more than tripled, while the national 
population has increased only about one-half. Since 1920, many changes have come 
about in American life—new media have sprung up, and new ways to spend leisure 
time have been introduced. Yet magazine circulation continues to rise, with more 
people reading magazines today than ever before. National advertisers spend more 


money for magazine advertising than for any other medium. 


*For the first six months of 1950. Facts and figures furnished by Magazine Advertising Bureau. Survey includes 
A.B.C. magazines other than comics. 
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MAGAZINES 
‘A MONTH 


Attractive format and arresting color are 


important factors in the steady rise of mag- 
azine readership. Technical skills advance each year—with a corresponding reflec- 


tion in the quality of magazines printed. The Dearing Printing Company helps main- 
tain the high standards of the printing industry with beautiful color reproductions and 
outstanding typography. Extensive modern equipment, a thorough plate inspection 
department, and highly skilled artisans have made the Dearing Printing Company 


known throughout the country as an outstanding plant for the printing of magazines. 


Dearing -Zousville 


. DEARING PRINTING CO., INC., LOUISVILLE, KY. 
YJ 


A DIVISION OF FAWCETT PUBLICATIONS, INC 
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Advertising Age, March 19, 1951 


FREE SAMPLE—This full-page, two-<olor 
od in the May issue of Holiday urges 
readers to ask for free samples of Mon- 
tag Bros.’ new Innerweove stationery. 


Stationery Samples 
Offered by Montag 
to Push New Line 


ATLANTA, March 14—In the May 
issue of Holiday, Montag Bros. 
Inc., through a full-page, two-color 
ad, will offer sample packages of 
its new stationery product, Inner- 
weave. 

The ad will urge readers to ob- 
tain free sample packages from 
their favorite stationery counters. 
The samples are being supplied at 
no charge to the stores which pur- 
chase Innerweave. Store names, 
where samples will be available, 
will be listed on a column adjacent 
to the ad. 

Among the 97 stores to be listed 
in the promotion are Carson Pirie 
Scott & Co., Altman's, Hudson’s, 
Bullock’s, May Co. stores and 
most of the AMC affiliated stores. 
In addition to those listed, all 
stores promoting Innerweave will 
receive promotional aids, includ- 
ing newspaper mats, counter cards 
and radio script copy, free of 
charge. Mailing inserts also will 
be available to those stores de- 
siring them. 


s The sample package of Inner- 
weave contains a sheet and en- 
velope of each of the colors avail- 
able, plus a return postcard per- 
mitting the customer to order the 
paper after sampling. The com- 
pany points out that, where quan- 
tities of the sample are sufficient, 
the cards are imprinted with the 
individual store’s return address. 
Montag's feels that the present 
promotion is the most successful 
one it has ever experienced. “The 
impact of the national advertise- 
ment upon the store buyers, the 
novel method of placing actual 
samples of merchandise in the con- 
sumers’ hands, and the great vari- 
ety of methods open to stores for 
promoting the merchandise have 
all combined to achieve a sensa- 


GROCERY INVENTORY 
in BAYONNE 


I, order to further establish Bayonne, N. J 

as Metropolitan New York's No. 1 cest market 
THE BAYONNE TIMES is conducting a series 
of ten-week continuing analytical studies of the 
movement of grocery store products in a cross 
section amounting to 10 percent of all Bayonne 
retail outlets 

Send or call for complete details of 
contemplated grocery store surveys 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside’ 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


urrent and 


tional selling record,” Murray R. 
Eisner, Montag’s sales manager, 
said. 

He added that salesmen could 
“point to the selling power of the 
advertisement; they could aid the 
store in using whatever promotion 
techniques were most effective 
for the store; they could sell a 
brand new item.” 


e Montag’s, which was organized 
in 1889, is one of the leading man- 
ufacturers of paper school sup- 


plies as well as writing papers. 
The company has been advertis- 
ing nationally since 1917 and re- 
cently has increased its advertis- 
ing and promotional activities. 

In the past few years, bkw and 
four-color pages have run in most 
of the fashion magazines, includ- 
ing Charm, Harper's Bazaar, 
Holiday, Mademoiselle, The New 
Yorker and Vogue. 

Liller, Neal & Battle Advertis- 
ing Agency here handles the ac- 
count. 


Multi-Ad Services to Mace 

Multi-Ad Services, Peoria, II11., 
maker of Multi-Use Headliner, a 
machine for headline photo-com- 
position, has placed its advertis- 
ing with Mace Advertising Agen- 
cy, Peoria. Trade publications 
will be used 


La Bonte Joins KPO] 

Bob La Bonte, formerly clas- 
sified advertising salesman of the 
Oregonian, Portland, Ore., has 
joined the staff of Station KPOJ, 
Portland, as an account executive. 


To ‘Cosmetics & Toiletries’ 

Walter Browder has been ap- 
pointed editor of Cosmetics & 
Toiletries, published by Haire Pub- 
lishing Co., New York. Plans are 
under way to redesign the publi- 
cation 


Seeks National Advertising 
The Sunday Advocate, Baton 
Rouge, has announced that its 
magazine section is open to Nna- 
tional advertising. The ad rate is 
$157.50 for a b&w page. John Budd 
Co. is national representative 


Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 


Axel Edw. Sahlin Typographic 


orvice 

CHICAGO, ILL. 

£ Bs. Bundscho, Inc. 
Faithorn Corp. 

Hayes-Lochner, Inc. 


Runkle-Thompson-Kovats, Inc. 


Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 


The Typographic Service Co., 


KALAMAZOO, MICH. 
Clawe J. Mahoney 

LOS ANGELES, CAL. 
Morneau Typographers 
LOUISVILLE, KY. 

The J. W. Ford Company 
MIU'VAUKEE, WIS. 

Arrow Press 


George F. Wamser, Typographer 


MINNEAPOLIS, MINN 
Duragraph, Inc. 
NEW YORK, N. Y. 
Ad Service Company 


Advertising Agencies’ Service 


Co., Inc. 


Advertising Composition, Inc. * 


Artintype, Inc. 


Associated Typographers, Inc. 
Atlas Typographic Service, Inc 


Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 


Advertising Typographers 


11 points 
. Of superiority 


* 


ATA* 


A trade association is described by the U. S. Department of Commerce 


of business competitors designed to assist its members and 


ih the industry in dealing with business problems in several of 


as “a non-profit, cooperative, voluntarily-joined organization 


—sor 


the following areas: accounting practices, business ethics, 


commercial and industrial research, standardization, statistics, 


Inc 


the public.” The Advertising Typographers Association 


* of America, Inc., fits snugly into this definition. 


In its relations with the public, ATA bases its superiority over 


trade promotion, and relations with government, employees and 


* non-association firms on these points which it offers buyers of 


advertising typography: 


Highest quality—expert craftsmanship—intelligent service— 
complete facilities—sound business dealing—strict ethical code— 
uniform practices—no delays in delivering jobs—type services 
for all advertising purposes—greatest choice of type faces, 


and last but by no means least, lowest practical costs. 


Diamant Typographic Service, Inc. 


A. T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc. 


Graphic Arts Typographers, Inc. 


Huxley House 
Imperial Ad Service 


King Typographic Service Corp 
Lino-Craft Typographers, Inc. 


Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 


Frederic Nelson Phillpps, Inc. 


Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The Typographic Service Co 

Vanderbilt Jackson 
Typography, Inc. 

Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

Wilham Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co 

Typographic Service, Inc. 

PORTLAND, ORE 

Paul O. Giesev 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

Martin & Pettitt, Inc. 


of Seattle 


When the advertising fraternity can get all these desirable services 
at no advance in price, is it any wonder that the 72 ATA 


member firms set over 90 per cent of America’s fine advertisements? 


This superlative service is available to you. A letter or phone 


call to your nearest ATA member will bring a representative. 


There’s no obligation and you'll benefit from what he has to say. 


Send today for the ATA Hand Book—We have produced a 


case bound book, 72 pages and cover, 8! 


Mechanics of Typography 


Layouts 


Photo Engraving 


x 11, covering The 


Electrotyping 


a complete treatise and comprehensive text book on these and 


many other graphic arts subjects 


Send $2.50 to Albert Abrahams, 
Secretary, Advertising Typographers Association of America, 
461 Eighth Avenue, New York City, for your copy. 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY © ALBERT ABRAHAMS, Executive Secretory 


Frank McCaffrey's Acme Press 
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Chicago Coverage 
with Plenty of Z-I-P 


Use a newspaper with Z-z-z-ip in it to give you quick and com- 
plete coverage of the rich Chicago market. 

Advertise in The Chicago Sun-Times, the newspaper that most 
closely matches the market's growth! 

Look: In the past ten years 272,000 new family dwelling units 
have been established in the Chicago metropolitan area. In the 
same period The Chicago Sun-Times has gained 174,936 City and 
RTZ circulation. The Herald-American made a gain of 96,534; 
the Chicago Daily News gained 53,723, and the Chicago Tribune 
had a loss of 148,096 City and RTZ circulation. 


If you are looking for Chicago coverage that will Move The 
Goods quickly and economically, advertise in The Chicago Sun- 
Times. Total average net paid daily circulation, 614,687. (Latest 
ABC Publisher's Statement.) 


Cc HO a co 
SUN ® TIMES 


Chicago 6 - ANdover 3-4800 New York 17 + Plaza 3-1103 
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Advertising Age 


as 


When the Product Is in Short Supply... 


Problems of Allocating Scarce Merchandise 


Are the TV Airwaves Over-Crowded? 


The Disappearing Art of Reading 


Creative Man Draws a Bead on Brand Names 


What's the Best Method of Allocating Distribution? 
Nielsen, Weiss Present Divergent Views 


No problem presents greater difficulties 
than equitable—and sensible—allocation 
of goods to retail outlets when there is not 
enough to fill all demands. The following 
interesting discussion, from “The Nielsen 
Researcher,” published by A. C. Nielsen 
Co., makes a strong case for maintenance 
of the best possible position in all mari:ets, 
rather than concentration in a smaller 
number of outlets than usual. 


Under government restrictions, shifts 
in competitive position among brands are 
influenced by (1) differences in trade 
and factory stocks; (2) possible inequities 
of production limitations; (3) the ability 
of some manufacturers to concentrate on 
one product or one brand; (4) skill in 
stretching supplies and facilities, and (5) 
skill in distributing. 

During World War II, two general ap- 
proaches were devised by manufacturers 
in the hope of answering the problem of 
“How best to maintain my consumer fran- 
chise with a limited supply of product?” 

One school of thought favored selective 
selling, which involved concentrating on 
the best markets—or the most desirabl« 
markets—with the merchandise that was 
available. 


@ The other school, despite curtailed pro- 
duction facilities, made a concerted effort 
to keep their outlets and their customers 
in all markets by: 

1. Maintaining maximum distribution 
(even though out-of-stock percentages 
sometimes were quite high). 

2. Placing goods in the stores at regular 
intervals, so that dealers and 
sumers were not encouraged to trans- 
fer allegiance to another brand. 

3. Spreading advertising and promotion- 
al activity along with a stock alloca- 
tion program in all sections, although 
it meant 

4. Reducing special effort in many im- 
portant, competitive markets. 

As a concrete example of the selective 


con- 


If you haven't enough goods to go around, should you attempt 


to distribute them equally to all your retail outlets, or should you 


seize the opportunity to do ‘selective selling’ at the retail level, 


concentrating what is available in fewer, stronger outlets? This 


is a serious problem currently facing many producers, and the 


two discussions of this problem here should help to generate 


more thought and a better understanding of the factors involved 


in making a decision. 


selling technique, the makers of Brand 

“O” (see chart) sharply curtailed much 

of their activity and became highly selec- 

tive as to whom they were going to sell— 
and how much. On the surface, it ap- 
peared that maximum production was be- 
ing absorbed at unbelievably low expense. 

However, it was soon apparent, via re- 
search, that Brand “O” was being severe- 
ly penalized: 

A. Although share of dealer purchases 
was maintained, it had dropped one- 
fourth of its distribution, with a re- 
sultant cutback in its dealer franchise. 

B. On the other hand, Brand “M,” in the 
same field, which attempted to pre- 
serve its position in all markets, held 
distribution and actually improved its 
competitive share of sales. Brand “M” 
was moving through to consumers 
whereas Brand “O” was accumulating 
in trade inventories 


e@ It is realized that problems of pack- 
aging, personnel, transportation, etc., are 
factors contributing pro and con to in- 
dividual cases. However, Nielsen trends 
in the postwar period show the long- 
term advantage that can be derived if 
organizations make use of every available 
opportunity to maintain their consumer- 
dealer-franchise during critical periods. 
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Maximum product coverage during a 
shortage period tends to be a safeguard 
against the transfer of allegiance from one 
brand to another. 

The mere fact that a manufacturer has 
“no sales problem” does not mean he has 
“no marketing problem!” 


Something New Has Been Added! 

A new factor in the picture this time, 
as distinguished from ten years ago, is 
the growing importance of grocery store 
activity on products historically sold pri- 
marily through drug stores. (See the ac- 
companying chart.) Despite the fact that 
drug items were not generally subjected 
to shortage during the last war, and prob- 
ably will remain in adequate supply, ex- 
pansion into grocery outlets has neverthe- 
less confronted most drug manufacturers 
with new problems. Market potentials 
vary by areas and city sizes between drug 
store and grocery store sales. The alert 
manufacturer will re-examine his sales 
and distribution in order to determine 
whether any policy changes are needed 
for a more effective sales program in the 
days ahead. 

* 2 e 

The following discussion of the prob- 
lems of allocation is from a speech by 
E. B. Weiss, director of merchandising, 
Grey Advertising Agency, New York, 
which was prepared for delivery March 
16 before the Advertising Institute spon- 
sored by Emory University and the At- 
lanta Advertising Club. It urges a “realis- 
tic” approach toward the allocation prob- 
lem 


As I think back over allotment policy 
and practice during World War II, I come 
to these general conclusions 
Allotment policy, in too many instances, 
was conceived on a plane so lofty as to 
be out of touch with commercial real- 
ities. 

Allotment practice, in too many in- 
stances, was conceived as something 
utterly rigid; no exceptions. 

It was ultimately discovered that com- 
petition never ceases, even when mer- 
chandise is in short supply or complete- 
ly unavailable. Consequently, after 
much internal and external travail, 
many manufacturers were compelled to 


~— 


~ 


~ 


come off their awkwardly high perches 

4. It was also discovered that all accounts 
cannot be put in a single mould. There 
is an infinite number of variables in- 
herent in the competitive merits of each 
account. Allotment adjustments had to 
be made because of these variables 


e@ For these, and other reasons, I conclude 
that a new approach should be considered 
in evolving allotment policies and prag- 
tices. I believe that an allotment poliéy 
should properly give due weight to tie 
national outlook, as I previously d@- 
scribed it, and to these business truism: 
1. The basic objective of an allotmegt 
policy, in these times, must not be to 
maintain the distributive status que. 
Business goes through constant th 
In abnormal times, change is even mofe 
rapid. An allotment policy cannot hope 
successfully to maintain a distributi 
status quo in a shifting market ; 
2. Few, if any, manufacturers have a “pel 
fect” distributive setup. Most mang@ 
facturers operate with make-shift di 
tributive patterns. Competitive nec 
sity tends to compel manufacturers 
take on distributors who are undesi 
able, unwanted, etc. Should an alle 
ment policy deliberately seek to > 


7 


uate what may be a crazy-quilt di 
tributive pattern—-or a partly ou 
moded distributive pattern”? I think n« 
Allotment policies cannot be conceiv 
in a competitive vacuum. Competition 
may go underground—but it never dis- 
appears! We will have more competition 
by far in 1951 and 1952 than we did 
in 1942 and 1943—barring total war 


w 


e 4. An allotment policy inevitably in- 
vites headaches. The fairest, squarest, 
most honorable allotment policy ever 
developed will still result in inequities, 
real or imaginary. The fact is that the 
more a manufacturer strives to please 
everybody, the larger the percentage of 
his total volume that will be displeased. 
Therefore, an allotment policy must not 
have as its goal the fewest possible 
problems 

Any allotment policy must be sub- 
jected to regular, and even frequent, 
review. A fluid situation— 
and our economic future may involve a 
unique degree of fluidity—demands a 
fluid allotment policy. 


o 


economic 


a 


Every manufacturer obtains the lion's 
share both of his volume and profits 
from a small minority of his total ac- 
counts. Some manufacturers who se- 
cured 60% of their volume from 30% 
of their accounts in 1940, found in 1950 
that 20% of their accounts were giving 
them from 70% to 80% of their total 
volume. Can or should allotment plans 
ignore this fundamental retail trend 
toward concentration of volume in a 
few strong hands? I think not. 


e 7. There may be a considerable dif- 
ference between the success achieved 
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with an allocation policy that was ap- 
plied during World War II when pro- 
duction in so many lines was either 
completely or severely curtailed by gov- 
ernment edict, and the application of 
such a policy when unit production will 
be limited only by the ingenuity of the 
manufacturer. There must be a positive 
relationship between the amount of 
civilian production and the nature of 
the allocation program. 


x 


. An allotment policy must also be con- 
sidered from the viewpoint of the gen- 
eral public. Its real goal is public serv- 
ice; not trade service. Its real aim is to 
make merchandise conveniently avail- 
able ta. the whole public—not the whole 
trade. There's a vast difference! 

Many of the allocation programs that 
are being revived today were originally 
put into effect when retail store shelves 
were just about bare. Not many re- 
tailers expect to be in that condition in 
1951—unless war breaks out. A re- 
tailer who might knuckle down to al- 
most any when his 
shelves are empty, may not be quite so 
amenable when he finds that he is 
free to turn to other categories, other 


= 


allocation policy 


lines, etc 

10. It is quite possible that, in several 
years, allotments may become unneces- 
sary or at least less drastic. This, too, is 
a contingency with which to reckon. 


In conclusion, I think allotments must 
be planned with an optimistic appraisal 
of the future. 

There is one development in retailing 
that, in particular, will bring wrinkled 
brows to those who formulate and execute 
allocation policies. This is the remarkable 
development, in all retail fields, of one- 
stop shopping outlets. 

One-stop shopping is, primarily, a 
postwar development. It has only just be- 
gun to affect some manufacturers. 


@ How is the one-stop shopping outlet of 
all large retailers to figure in the alloca- 
tion policies of those manufacturers af- 
fected by it? If a manufacturer, for ex- 
ample, tested an item in just a few units 
of a large supermarket chain—and if that 
chain now wants to put the item in all of 
its stores—what is the manufacturer, who 
is on allocation, to do? 

For the time being, my answer to that 
problem would probably be: play ball 
with the supermarket! And, I would also 
suggest, if a manufacturer does decide, 
under these circumstances, to play ball 
with a new outlet, that he go all the way. 
Many manufacturers who cooperated in 
bits and drabs with new outlets during 
World War II found themselves out in the 
cold as soon as these outlets could obtain 
full supplies from their regular suppliers. 


The Eye and Ear Department 


Comment and Criticism on Radio and Television Shows 


At 9:30 Friday nights on CBS-TV, Gen- 
al Mills presents a show with a great 
a of promise entitled, “Live Like a Mil- 
Bonaire * Unlike “The Quiz Kids,” “Live 
ke a Millionaire” introduces to televi- 
ion the unadulterated charm of kids, Or- 


dinary kids. Kids with parents who are 


either talented or are under the illusion 
they are talented 

Jack McCoy is the emcee of the show 
and very wisely makes the most of the 
kids. A butler named Merton ushers a tot 
through two big doors, accepts a name 
card on a salver and presents it to McCoy, 
who proceeds to talk with his small visi- 
tor. This is easily the best part of the 
It has freshness and a tremendous 
heart appeal. The kids, of 


show 
amount of 


G. D. Crain Jr. Says... 


course, set the stage for their parents, who 
perform in various ways. Some of them 
are good; others are not so good. But the 
kids are always superb. 

McCoy plays the kids to the hilt, kneel- 
ing down beside them, putting his arm 
around them, holding them on a sofa 
while their parents perform. Shortly he 
should make himself the best-liked emcee 
on television. 

The commercials are every bit as re- 
freshing as the introduction of the kids. 
They're performed in a friendly, informal 
manner. Whether they're about Crust- 
quick, Bisquick or Wheaties, they make 
you feel that the advertiser knows he 
has a good product, wants you to know 
about it—and even buy it, but doesn’t 
labor under the delusion that he has dis- 
covered atomic fission or found the an- 
swer to the cold war. 

There is the usual applause meter, and 
the winning parent or parents receives 
(or receive) a jackpot of prizes—includ- 
ing one week's interest on a million dol- 
lars 

One of the most fascinating parts of the 
show is when the camera shows the off- 
spring in a close-up while the parents are 
performing. Most of the kids look starry 
eyed. You wonder just what the relation- 
ship is going to be with those parents who 
fail to win 

Parents a little more talented than those 
generally shown should help make “Live 
Like a Millionaire” almost as good as 
Godfrey's “Talent Scouts.” But the show 
needs a new title. After all, you don't see 
the parents live like millionaires. Ought 
to be called “Meet the Folks’—or “My 
Daddy Can Beat Your Daddy.” 


AreWe Losing the Art of Reading? 


Business publishers were given a se- 
vere jolt not long ago when P. C. Lauin- 
ger, publisher of Oil & Gas Journal, the 
argest industrial publication in the world, 
lescribed the current “noticeable decline 


in the art of reading” as the No. | enemy 
of the publishing business. 

Speaking at an ABP clinic meeting in 
Chicago, he pointed out that the prob- 
lem of maintaining a high level of reader- 
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The Creative Mans Corner 


In stating its case for national advertising, Brand Names Foundation 
couldn’t get a much better piece of proof in evidence than this department 
store ad from one of the Philadelphia papers. (Despite the trade paper adver- 
tising, there are three newspapers in Philadelphia, not counting those printed 
in a foreign language.) ° 

One of the Philadelphia department stores is plugging its own brand of tele- 
vision receiver. Quite obviously, it doesn’t make these things in a sub-base- 
ment hideaway. Somebody turns these things out—then Strawbridge & Clo- 
thier sells them under the brand name of Windham. Veddy refined and English, 
y'know. 

Anyway, despite the fact that price is mentioned three times, in large type, 


WI£INDHAM réteyision 
YOU set the PRICE! WE found QUALITY! 


before you get to the copy, this department store finds it necessary to make the 
following argument. 

“Our own Windham is no special-order stripped model bought to sell at 
cut price—if it were, it wouldn’t be backed by our renowned Seal of Confi- 
dence, which spells confident investment for you. We weren't even content 
with all Windham’s headline features until we tested it ourselves. Two sets 
were turned on, tuned in weeks ago. They've never been turned off—except 
for a few short hours overnight—and they’re still turning in A-1 performance 


without adjustments of any kind!” 


if it’s good enough. 


To the Corner this means two things. First, the price appeal, per se, is high- 
ly overrated unless it has to do with something of established quality and rep- 
utation—and, second, when any retailer tries to push a private brand, he must 
back it with some assurance of quality and some reputation—usually his own, 


So you have on the one hand a retailer who can only sell these TV sets by 
putting up his own reputation as security—and a manufacturer, somewhere, 
who is entirely dependent on reputable retailers to move the stuff he produces. 

That old axiom, “It Pays to Advertise,” may have become a saw by this 
time, but—as some pundit once remarked—it still cuts wood. 


ship is not merely one of producing good 
editorial material, but of stimulating peo- 
ple to read and also showing them how 
to read. 

If this is a problem of business pub- 
lications, where the editorial content has 
a definite bread-and-butter value, what is 
happening to readership in general? 


e In spite of the fact that circulations of 
newspapers and magazines are at an all- 
time high, and that people have more 
)>isure than ever before, due to shorter 
hours of work and shorter work weeks, 
the demands on the time of the individual 
made by other pastimes and avocations, 
from televiewing to sports participation, 
leave all too little for reading either for 
pleasure or profit. 

“There is a perceptible decline in the 
art of reading,” says Mr. Lauinger. “A 
large number of the executives taking the 
Harvard Business School’s famed ad- 
vance management course apply for read- 
ing training. It has been stated that many 
executives who come to Harvard for the 
course have a reading ability equivalent 
to the seventh grade, although these men 
are carefully hand-picked by their com- 


panies as possessing outstanding qualities. 

“The Army, Navy and Air Force in 
their advance officers schools have found 
it necessary to provide courses in elemen- 
tary reading! 

“A greater number of companies are 
aware that the basic art of reading is de- 
clining, and consequently are hiring out- 
side specialists to provide reading train- 
ing for their key employes.” 


@ It should not be forgotten that more 
attention is being paid to visual training 
than ever before. Many schools have 
found that reading ability, represented by 
the power to absorb larger units of 
printed matter at a glance, can be greatly 
improved by special training. Aircraft 
observers trained by the Army in the last 
war speedily learned to improve their 
ability to identify fast moving objects. 
The problem of making more and better 
readers is basic for both publishers and 
advertisers. If people read less than for- 
merly, and read poorly and with less com- 
prehension of what they read, then they 
need to be stimulated both to appreciate 
the value of reading and likewise to read 
more rapidly and with greater under- 
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standing. 

Improved techniques are being devel- 
oped by editors constantly. More pictures 
and charts, and perhaps less text, seem 
to represent the trend today. Better typo- 
graphical styles should make it possible 
to absorb information from the printed 
page with less physical effort. But along 
with improved publications must be a 
greater urge for readership on the part of 
the reader himself. 


e Oil & Gas Journal, Mr. Lauinger re- 
ported, is preparing a little booklet on the 
technique of reading, called, appropriate- 
ly for a business publication, “Reading 
for Profit.” 

“In this booklet,” he explained, “we tell 
how a reader may be rewarded by using 
our publication. There is a technique for 
everything, even for reading a business 
paper. We point out benefits of reading 
purposefully, of reading consistently, and 
the necessity of everyone in business re- 


Employe Communications... 


taining and improving the ability to read 
effectively. The book emphasizes that 
reading is a thinking job; that reading is 
to the mind what exercise is to the body; 
that to read effectively is the first step 
toward thinking effectively.” 


@ Newspapers and magazines promote 
their editorial features in their own pub- 
lications, constantly stimulating interest 
in new or old departments or series of 
articles. Oil & Gas Journal is addressing 
its readers through a series of double-page 
spreads, all devoted to making readers 
more aware of the values to be had from 
consistent reading of the publication. 

The facts seem to justify the conclusion 
that educating the public to more reading 
and better reading is a task in which 
everybody in the graphic arts, publishing 
and advertising businesses should join. A 
start has been made, and the campaign 
should acquire major proportions if 
“Enemy No. 1” is to be completely van- 
quished. 


Stall the Rumor Mill with Facts 


By RoBert NEWCOMB AND Marc SAMMONS 


e@ IN CHICAGO, one of the first major 
defense contractors to be out of the blue- 
print stage and into actual production was 


Ceco Steel Products Corp., an organiza- 
tion distinguished—among other things— 
for keeping its employes posted. It oc- 


curred to Don Poor, advertising manager 
at Ceco, who supervises employe com- 
munication, that the press might be in- 
terested in this. The press was, and the 
Chicago Tribune arranged for coverage. 

Now the Ceco plant, like most other 
plants, has its share of rumors floating 
around, and it was immediately apparent 
to adman Poor that if a photographer and 
news sleuth were to invade the premises 
without notice, the rumor mill would 
start grinding. Through the use of plant 
bulletin boards, all employes were told a 
full day ahead that the visitors were com- 
ing, where they were from, and what they 
were to do. A day later Ceco learned that 
the story was to be carried on the WGN- 
TV newsreel, so the bulletin boards again 
flashed the news, in plenty of time for 
employes to see the program on their own 
sets, or to arrange for a convenient visit 
to neighbors if they didn’t have sets of 
their own. Likewise all those in the im- 
mediate Ceco neighborhood were _ in- 
formed of the matter so that they might 
view the proceedings. 


e@ As soon as the newspaper story was 
scheduled, employes were informed of the 
date and section of the Tribune in which 
the yarn would appear. The visit of the 
newspaper men to the plant was one of 
the week's highlights, and comments on 
the television newsreel program were 
abundant and enthusiastic. The rumor 
mill hadn't moved by so much as a single 
cog. 


47 
There is nothing essentially remark- 
able about any of this, except that 


few companies would have thought of 
engineering such a story through a query 
to the newspapers, and fewer 
still would have given any thought to in- 
forming employes in of what 
was to take place. In the usual plant, 
visitors can stream in and out of the place 


probably 


advance 


all day, but only the people in the front 
office know who they are or why they are 
there. Ceco clarifies these confusions by 
the regular use of its bulletin boards— 
these are local affairs of no great beauty, 
with hand-lettered bulletin headings and 
stories typed on an ordinary typewriter. 
Both headline and story are tipped on 
colored stock and thumb-tacked on the 
boards under glass. The total effect is un- 
ashamedly home-brew, but the folks like 
it that way. 


e Communications with employes at Ceco 
are good because they start at the top 
and work down, and because they work 
from the bottom back up to the top, The 
program gets top echelon attention from 
Ned A. Ochiltree, president, who sits with 
adman Poor and C. C. Rorrie, personnel 
manager, at regular intervals to look over 
company communications. An additional 
specific result is a bright news tabloid 
called “Ceco Family News,” edited by a 
busy young woman named Bee Hill. 
Mobilization brings many problems, and 
good communications with employes can 
iron out some of them along the way. ) 


WILDROOT 
CREAM-OIL 


HAIR TOMIC 


7 ra f f i Cc Jam There is advertising congestion of a substantial amount 
on television's crowded airways. To demonstrate just 
how the commercials follow each other, ADVERTISING AGE had photographs made, off the 
television screen, of the commercials directed toward viewers who tuned in the 8:30 
to 9 p.m., EST, and 9:30 to 10 p.m., EST, portions of NBC's “Saturday Night Revue” 
early in February, when it was co-sponsored by three companies. This series of pic- 
tures was made by A. G. Michaelson, who handles most of AA's photographic assign- 
ments in New York. Prior to the actual shooting, he spent three days working out 
technical problems involving lighting and high speed changes on the screen. From 
time to time, similar picture stories of commercial traffic on TV will be presented. 
Starting at upper left and going across the page, here’s what happened: As Camp- 
bell Soup’s sign-off as sponsor of the first half of the Jack Carter show faded, on came 
a silent plug for the Robert Montgomery show, followed by Lucky Strike and TV 
Guide, sharing the station break time. Preceding the first minute film commercial 
for Wildroot, one of the participating sponsors of the last half of the Carter telecast, 


there was a brief introduction, with products flashed on the screen, for the three prod- 
ucts featured on that portion of the show. These our photographer did not catch 
Then, during the half-hour, came commercials for Wildroot, Pard and Allsweet. The 
program signed off with brief credit for the three advertisers and then spots for 
Bulova and Kools (which are not shown), plus a silent plug for the Spike Jones show 

Now we skip approximately half an hour to Snow Crop saying goodbye until next 
week for its 30 minutes of the “Show of Shows,” after which there is a silent plug for 
Dave Garroway, and spots for Mott's and Parliament cigarets, the latter of which, a 
quickie, our camera did not get. We skipped the brand name sign-on for SOS, Scotch 
tape and Benrus, co-sponsors of the 9:30 to 10 spot, and the next three pictures show 
the time intervals between the main commercials for each of these sponsors. Then “Your 
Show of Shows” paused for station identification, another Spike Jones slide appeared, 
and spots for Chase National Bank and Kool cigarets. This was followed by a Crosley 
credit for the last 30 minutes of the program. Sponsorship and makeup of the programs 
have changed considerably since these pictures were made. 
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Decentralization Move 
Starts Things Moving! 


Wasmincton, March 15—For 


nths, the Budget Bureau nursed 
slong a secret list of government 
wences, for removal from Wash- 
ngt to areas less attractive to 
potential enemy 

W he t list was finally re- 
eased last week, the Washington 
far interviewed some of the em- 

involved. Many said they 

ould quit, rather than move 
Next day reporters learned 
omet ng else 


Soon after the interviews ap- 


real estate 


ware enterprising 

ments began calling the employes, 
tferiu ittractive prices for their 
hone And equally enterpris- 
ng government personnel execu- 
ives were grabbing for the phones 


ton ffering jobs “sure to remain 

Washington 

- ” aa 

It no wonder that mink coats 
are relatively searce. Census Bu- 
reau reports that total fur coat 
Dutput in 1947 Cover 32” in length) 
@rounted to only 1,248,000 units 
That's only one for every 50 fur- 
feat-age women. Despite the m- 
frease in numbers of middle and 
Righer-income families, fur coat 


Production was only 44,000 units 


bove 1939. Dollar-wise, factory 
Selue of fur coats zoomed from 
101,200,900 in 1939 to $232,600,000 
n 1947 
— + se 
It's a good bet that Federal 
rade Commission will ask the 


yurt of appeals to reverse Judge 
LaBuy’'s decision, refusing 
t ingunction the commission 
ught to stop Rhodes Pharmacal 
offering Imdrin 
treatment for arthritis 
FTC said the ads should stop 
itil hearings are completed, but 
i” » LaBuy refused, pointing out 
that Rhodes had affidavits sup- 
Berting its claims (AA, Feb. 5, 26). 
FTC people feel it is now or 
Gever. They if Judge Labuy’s 
— is unchallenged, it will 
*ver be possible for them to get 
an injunction against any adver- 
tising campaign. “It is always pos- 
sible for an advertiser to produce 
affidavits,” they argue 
* ” e 
defense progran 


alter 


©.s ads 


as 


say 


The is in one 


By STANLEY E. COHEN. Washi 


of those “off again” 
siders say the controlled materials 
plan—rigid allocation § of 
copper and aluminum—will be 
confined to 40% to 50% of the 
and there are reports 
that it will be postponed beyond 
the original July 1 starting date. 
Barring a turn of events, con- 
durables production will 
probably finish 1951 with a unit 


steel, 


economy, 


sumer 


Editor | 


periods. In- 


output of 70% to 80% of the 1950 


peak. The big news in late 1951 | 
will be simplification, to save 
scarce material. 


TV manufacturers thought new 
set designs, using less copper and 
cobalt, would insure good rates of 
production “for the duration.” The | 
applause was premature. Selenium, 
an essential of the redesigned TV 
recetvuers, is just as scarce as co- 
balt 

e ° . | 

The House ways and means com- 
mittee showed little interest in 
Leon Henderson's pitch for a re- 
tail tax, instead of higher 
excises on durables and cars. Rep 
Charles Doughton (D., N. C.), who 
has been in Congress since 1911, 
put it in simple words: “The peo- 
ple don’t want it.” 

Distillers warned this week that 
a $3 increase in the tax per gal- 
lon on liquor would be a boon to} 
bootleggers. And automobile man- | 
ufacturers pictured their product 
an essential part of the na- 
tion’s transportation system, anc | 
a big producer of federal, state and | 
local tax revenue. 

7 . e 

Rep. Robert J. Corbett (R., Pa.) | 
feels the Post Office Departmen 
could be more helpful to direc. 
mail advertisers. He would like 
to see an urban delivery service | 
similar to the “boxholder” service | 
the department provides on rural 
routes. 

Under this plan, an advertiser! 
need merely address his mailings} 
to all occupants on a carrier route 


| 
| 


sales 


as 


thus avoiding the purchase 0! 
mailing lists and individual ad-| 
dressing of envelopes. The plan 


was tested several years ago, Post- 
master General Jesse Donaldson | 
said, but abandoned as a result} 
of protests. While it went unsaid, | 
the protests were from newspapers | 
which objected to generous treat- 
ment of direct mail ads 


Time International Names 6 

Robert S. Smith, formerly of the 
New York sales staff, has been 
named manager of Time Interna- 
tional’s Chicago sales staff. Added 
to that staff are Kenneth Clarke 
and Stephen Declerque, former 
Life retail representatives. Bruce 
Gordon, formerly with March of 
Time, has joined Time Interna- 
tional’s New York staff. Harold 
Firstbrook, formerly eastern ad 
manager of New Liberty, is now 
staff representative of Time’s Can- 
adian edition in Toronto. Otto 
Ohland, formerly with Charles 
Komer & Sons, textile company, 
has been named Time _ Interna- 
tional representative for New Eng- 
land 


KTTV Appoints Metcalfe 

Edwin C. Metcalfe, who 
been assistant to Rudolph Pica- 
relli, sales service coordinator of 
KTTV, Los Angeles, has been 
named to succeed Mr. Picarelli. 
Mr. Picarelli has been recalled to 
service 


has 


Selph to Leave KPIX 

Colin M. Selph has resigned as 
vice-president in charge of sales 
of KPIX, San Francisco televi- 
sion station, effective June 1. His 
future plans have not yet been 
announced. 


Lever to Offer New Premium 
Following a_ successful test in 
Statesville, N. C., Lever Bros. Co.,! 
New York, will kick off a spring 
cleaning premium offer with a 
page in Life, April 2, offering a 
“carry-all apron,” certified value 
$1.25, for 25¢ and two wrappers 
from Lever soap products. The 
promotion will have spot radio an- | 
nouncements on 166 stations as/ 
well as plugs on the regular Lever 
shows. | 


ABC Promotes Dahlstead 
Dresser Dahlstead, for the past 
two years production manager of 
the western division of American 
Broadcasting Co, in Hollywood, 
has been appointed program direc- 
tor of the network. He succeeds 
Join I. Edwards, who has resigned. 


Schedule Joint Market Week 


The San Francisco Manufactur- 
ers and Wholesalers Assn. and the 
California Appareil Creators of Los 
Angeles will stage a combined Fall 
Market Week in San Francisco, 
beginning May 6. 


Appoints Ralph Winthrop 

Ralph E. Winthrop has been ap- 
pointed to the newly created posi- 
tion of sales and advertising man- 
ager of Buffalo Kool Vent, Buf- 
falo. 


IN THE NEWS—Attending the annual sales conference of General Tire & Rubber 
Co. in New York are (left to right) Howord A. Bellows, eastern division sales man- 
ager; L. A. McQueen, vice-president of sales; Edward B. Butler, director of public | 
relations; and George H. Reilly, New York Daily News. Also present were copies of 

the News, with special headlines. | 


GRAND Rapips, March 14—If 
anyone in Grand Rapids has a yen 
to make his stand on any public 
issue clear to the President or to 
his representatives in Congress, 
and doesn't do so, it won't be the 
fault of the Jaqua Co. Grand 
Rapids advertising agency 

Jaqua has been sponsoring 
ABC's “America’s Town Meeting 
of the Air” locally for 28 weeks— 
probably the only advertising 
agency which conducts a continu- 
ous radio campaign. On March 6 
and again last night it devoted its 
commercials to an unusual make- 
it-easy-t o-express-your-opinior 
public service. 

Jaqua has printed a quantity of 
government postcards, and put 
them up in envelopes of 25. Four 
of them are addressed to President 
Truman, seven each to Sen. Arthur 
Vandenberg and Sen. Homer 
Ferguson of Michigan, and to Con- 


gressman Gerald R. Ford Jr., who} 
| tempt to get concrete results. 


represents the Grand Rapids dis- 
trict. 


@ Each card bears on the message | 


side a space for writing in name 
and voting address, the 
discussed, a box for marking “for” 
or “against,” and plenty of room 
for “remarks.” The cards are of- 
fered to anyone who wants them 
for 25¢ a packet—the cost of the 
postage alone. Jaqua is absorbing 
the cost of printing and disiribu- 
tion. 

Here's how the advertising agen- 
cy explained the “opinion card’ 
idea on its “Town Hall” commer- 
cials: 

Do you write your congressman, or 
senators, as often as you would like to” 
Of course you don't; none of us do. Al- 
most every day we hear something on 
the radio, or read something in the news- 
paper, that makes us want to tell Jerry 
Ford, Homer Ferguson or Harry Truman 
how we feel on the subject. We should 
tell them, too! This is a democracy run 
by the voices of the people. If our elected 
representatives know how we want them 
to vote, they vote that way, because 


they know if they don't, we'll elect some | 


one who will. The only reason we don't 
express ourselves more often, is because 
it is too much trouble. Now, we even 
have an answer for that 

The Jaqua Co. has volunteered to pay 
the cost of printing penny postcards for 
Grand Rapids citizens. The postcards come 
in sets of 25 and will be sold for only 
25¢—just the cost of the postage 

Please cooperate in this unique experi- 
ment to provide a government of the 
people, and by-the people. All you need 
do is phone the Jaqua Co. One of the 
Jaqua employes who lives in your neigh- 
borhood will be glad to deliver as many 
cards as you wish. Order a set for your- 
self and several for your friends. Get 
them to join you in making our govern- 
ment truly a government of the people, 
by the people, and for the people 


@ Don Molitor, director of agency 
operations for Jaqua, told AA that 
200 packages of the cards had been 
distributed between last Wednes- 
day and this Monday. While this 
is not extraordinary, he believes 
the movement will grow as the 


subject | 


Jaqua Agency Helps Local Citizens Express 
‘Political Views with ‘Opinion Card’ Plan 


newspapers and others take up the 
idea. If a similar activity were} 
conducted in every community, he 
and thousands of average | 
citizens could be induced to carry 
a supply of cards around with 
them and make their wishes! 
known on all public issues, many 
of the problems that seem compli- 
cated would disappear. 

“If Grand Rapids is a criterion,” 
he pointed out as an example, “this | 
matter of whether or not to draft 
18-year-olds would have been 
settled long ago. Practically every- 
one, including the 18-year-olds 
themselves, seem to be in favor of 
” 


says, 


@ Jaqua Co., which describes it- 
self as “western Michigan's largest | 
advertising agency,” pays about 
$90 weekly for its local sponsor- 
ship of the “Town Hall” program 
and considers the money wel 
spent, although it makes at- | 


no 


The programs make no sales 
pitch at all for the agency or its 
services. Instead, they have been 
devoted primarily to selling the 
Grand Rapids audience on the val- 
ue of advertising and the contribu- 
tion advertising makes to society 

“We want to break down the! 
idea that advertising is an expense 
and prove that it is a benefit,” Mr. 
Molitor said. “From our own self- 
ish standpoint, the whole idea is 
to make a contribution to the com- 
munity as a whole and thereby— 
we hope—increase the esteem in 
which we are held by all the local 
citizenry. | 

“If everybody would do a little 
of this sort of thing in his own} 
community, we believe it would| 
help tremendously.” 


| 


|Publishers Plan Campaign 


An educational campaign, aimed 
at convincing retailers that it’s 
profitable to stock magazines, will 
be launched March 26 by the Bu- 
reau of Independent Publishers 
and Distributors. The bureau has 
prepared 100 kits containing ma- 
terial enabling 850 magazine 
wholesalers to stage presentations 
of the “magazine story.” U. S. and 
Canadian retailers will be covered 
in about 16 weeks. 


Powell Joins ‘N. Y. Times’ 

James W. Powell, who was for 21 
years with the New York Sun's 
advertising department, and more 
recently with The Saturday Re- 
view of Literature, has joined the 
financial ad staff of the New York 
Times. 


Pabco Promotes Beddoe 

W. C. Beddoe has been ap- 
pointed sales publicity and train- 
ing supervisor of Pabco Products 
Inc., San Francisco. He joined the 
company’s sales department in 
1948. 


| ness press as a whole needs better 


| 
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Harper Suggests 
Broad PR Effort 
by Business Papers 


CuicaGo, March 13—The busi- 
public relations and more unan- 
imity in presenting its case to the 
public, to public officials, school 
teachers and others, Robert E 
Harper, executive vice-president, 
National Business Publications, 
to'd the Chicago Business Papers 
Assn. yesterday 

In an indirect but 
obvious reference to 


nevertheless 
the interne- 


between paid and controlled busi- 
ness papers, Mr. Harper said: 
“It is easier, less expensive and 
more sensible to stress the super- 
iority of the entire business press 
rather than the alleged inferiority 
of some segment of the business 


| press.” 


@ There is still a tremendous need 
for public relations for the entire 
business press in Washington, he 
said, declaring that “when we 
went into the postal rate situation 
to do a job for our own members 
(publishers of controlled circula- 
tion business papers) we found we 
first had to do a job of explaining 
the function and purpose of the 
whole press. We found 
congressmen and senators think- 
ing the ‘business press’ was such 
publications as Time, Fortune, U. 
S. News, Nation's Business, etc.” 

Everything National Business 
Publications does is designed to 
increase the prestige and under- 
standing of the entire business 
press and not merely its own mem- 
bership, Mr. Harper asserted. He 
cited such projects as the recent 
dinner in Washington, sponsored 
by the Society of Business Maga- 
zine Editors, at which President 
Truman presented NBP’s first sil- 
ver quill award to Paul Wooten. 
Newspapers, press associations and 
newsreels covered the event ex- 
haustively, he reported, and there- 
by helped perform a real public 


business 


| relations job for the entire busi- 


ness press. 


@ Also, he said, NBP is now de- 
veloping a series of special ar- 
ticles, written by legislators and 
heads of important government 
bureaus, on “What the Business 
Press Means to Me.” The business 
publishers advisory committee to 
the Defense Department grew 
directly out of a meeting of NBP 
with defense officials in Washing- 
ton, he said. 

In view of lack of belief in ad- 
vertising and a lack of real knowl- 
edge of the functions of the busi- 
ness press in times of war or 
peace, Mr. Harper said, the in- 
dustry should unite to perform a 
broad scale public relations job 
covering government, the schools, 
the general public, and all other 
segments of the population. 


Marks Telephone’s 75th Year 

The 75th anniversary of the birth 
of the telephone, March 10, 1876, 
was commemorated by American 
Telephone & Telegraph Co. with 
ads in national magazines, and by 
associated operating companies of 
the Bell Telephone System with 
newspaper ads in papers through- 
out the country. 


Wollensak Advances Kuegler 

Norman Kuegler has been ap- 
pointed sales manager of Wollen- 
sak Optical Co., Rochester, N. Y. 
He will coordinate dealer and dis- 
tributer sales and advertising ac- 
tivities. Mr. Kuegler joined the 
company two years ago. 


Coburn to Bonwit Teller 

Dorothy Coburn, formerly di- 
rector of customer service of De- 
Pinna in New York, has been 
named publicity and fashion di- 
rector of Bonwit Teller of Phila- 
delphia. 
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COMPANION’S “FICTION POWER” IMPRESSES MEDIA MANAGER... 


| Arthur A. Porter of Leo Burnett hears of Companion’s top-rating authors 


Fay Williamson, COMPANION representative, is talking about some 


is of the best-selling authors who have appeared in the COMPANION COMPANION LEADS 4 WAYS 
in recent months: Sinclair Lewis, Taylor Caldwell, Helen Howe, An independent readership study* shows that among the four lead- 
Noel Coward, Nelia Gardner White, Pearl Buck... non-fiction ing women’s service magazines, out of every thousand families, the 
highlights from the pen of Henry Beetle Hough and, coming up, COMPANION reaches: 
the life story of the fabulous Mary Garden. 1. MOST “young marrieds,” age 21 through 35 


Yes, the CoMPANION, while continuing to devote a major share of 2. MOST families earning from $3,000 to $10,000 


| its editorial content to extensive and authoritative service features, 3. MOST families with children 
still knows the importance of top-line fiction. 4. MOST children per fomily 


f *Conducted in 136 scientifically selected cities and rural areas by Stewart, Dougall 


And that’s the reason why Mr. Williamson has captured the ond tusieie:* h 
attention of Arthur A. Porter, manager of media in the Chicago 
office of Leo Burnett. He is pointing out that to the advertiser the 


| 

! 

| COMPANION’s big-name authors mean more readers, greater interest, 

| more time spent with the magazine. Check the COMPANION today. 

| Wlanans Flom 


| AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Along the Media Path 


e@ Lee Ruwitch, vice-president and 
general manager of Station WTVJ, 
Miami, has proposed that man- 
agers of 14 southern television sta- 
tions exchange experiences, ideas 
and commentaries on problems via 
confidential monthly letters to 
members of the group 


e Station WOOD, Grand Rapids 
NBC affiliate, is appointing all 
buyers and company officials who 
sign new and renewal contracts 
with the station as “true WOODs- 
men.” As a fitting topper, all 
WOODsmen will receive coonskin 
caps 


@ American Magazine's travel and 
resort linage hit an alltime high 
during 1950 and, for the first quar- 
ter of 1951, is up 22% as compared 
with the same period last year 


@ Building Supply News’ 1951 
dealers’ directory issue also set a 
new record. The volume carried 
617 pages and 369'2 pages of ad 
-45'2 pages more than were 
last year’s issue. The 


copy 
carried in 


PORTSMOUTH 


VIRGINIA 


: A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,046 
ffective buying income $90,220,000 
ity circulation coverage 112% 

n ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 
— GEF OUR CITY ZONE FOLDER — 


directory contains data on what 
products are available, who makes 
them and sells them and the loca- 
tions of wholesalers. 


e@ Station WIBW, Topeka, has 
mailed a new promotion piece 
pointing up audience data. At- 


tached to the folder is a plastic 
electric “cord shortener.” 


e@ Men's Wear has launched a new 
syndicated men's fashion editorial 
service for daily newspapers. Fash- 
ion and merchandise material pre- 
pared from the publication's edi- 
torial pages will be made available 
to papers three times a year 
Twelve major dailies, in all sec- 
tions of the country, already have 
agreed to carry the initial spring- 
summer section. 


e “The Lubbock Story” is the 
title of a new, lavishly illustrated 
booklet released by the Avalanche 
and Journal, Lubbock, Tex. The 
32-page brochure contains detailed 
road and rail maps of the market- 
ing area, and data on population 
and retail sales. In addition, more 
than 300 photographs are used to 
highlight all 
industry and 
area. 


agriculture in the 


e@ Successful Farming has pub- 
lished an unusual new booklet, 
using the “Ten Tenets of Magazine 
Advertising” (listed by the Maga- 
zine Advertising Bureau) as its 
point of departure. Looks, color, 
content, flexibility, selectivity, ex- 
posure, authority, display, volume 
and economy are the ten tenets, 
and Successful Farming explains 
how it observes them. 


phases of business, | 


e@ The Des Moines Register and 
Tribune are offering a $500 ad- 
vertising scholarship for graduate 
study at the State University of 
Iowa to a male student who is 
planning to enter the field and who 
has given evidence of a sincere in- 
tention of so doing. Application 
blanks may be submitted to Prof. 
John V. Lund, University of lowa 
school of journalism, Iowa City. 


@ American School Board Journal, 
published by Bruce Publishing Co., 
Milwaukee, is celebrating its 60th 
anniversary this month with a} 
special anniversary edition. The} 
first issue, published in March, 
1891, carried eight pages of edi- 
torial material, a few local ads 
and “an extremely poor halftone.” 
Circulation was 100. Today, the 
publication boasts a circulation of 
18,358 and 89% subscription re- 
newal rate. 


e Latest in the Business Week 
series of case histories on indus- 
trial purchasing transactions is the 
new folder, “How Many Men 
Participated in the Purchase of 
This Milk Can Washer?” Data is 
based on a study of non-routine 
and non-repetitive purchases con- 
ducted for the publication by Dun 
& Bradstreet. 

e@ Canadian Home Journal has 
written “success” after 
latest promotion ventures—a “sew 
and save” push in February, with 
more than 125 stores participating, 
and a “portfolio of interiors” pro- 


motion in January, with a special | 


Others on the 
schedule include: “the lavender 
look” in March, “the bride” in 
April and “beauty” in May. 


36-page section. 


e@ Manager's Magazine, Agency 
Management Assn.’s_ bi-monthly 
for insurance managers and gen- 
eral agents, is marking its 25th 


its two} 


(aT 
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7 \ “The small ones are 
eS 


always freshest”’ 


Do os ether ounce of $12.80 
fountain pens deo— buy the «mall 
sensible size bottle of PE Nit 
fountain pen ink. Holds all the 
ink that will stay fresh in av- 
erage use. Buy oftener—Buy 
better ink —Buy PEN 


Safe 


BUY SMALL BOTTLES—That’s what Sanford Ink Co.'s new cartoon ads in The Sotur- 
day Evening Post will suggest this year. Ewell & Thurber Associates is the agency. 


anniversary with the March, 1951, 
issue, which carries extra pages 
and a number of special features. 


e An 18-page booklet, “Behind 
the Scenes of Magazine Publish- 
ing,” has been prepared by Ameri- 
can Magazine to tell the story of 
the operations necessary for the 
creation, publication and distribu- 
tion of national publications. 

Incidentally, American Maga- 
zine has had to employ a special 
staff to handle the requests for 
recipes which stem from Don 
Eddy’s series of articles on home 
cocking. More than 150,000 letters 
asking for recipes have been re- 
ceived since the series started last 
fall. 


e The Katz Agency, New York 
representative, has prepared a new 
folder on the market served by 
Station WSPD-TV, Toledo. Popu- 
lation and sales figures are in- 
cluded. 


e “Farmers are the most likely 
cash customers for automobiles 
and other durable goods,” says 
Capper’s Farmer, in introducing 


an analysis made for the publica- 
tion by the Survey Research Cen- 
ter of the University of Michigan. 
Conclusions in the report are 
based on interviews conducted 
throughout the U.S. 


e@ Included in the Chicago Trib- 
une March 7 was an 18-page men's 


apparel supplement, which the 
newspaper believes to be the 
largest such feature any paper 


ever carried. The section included 
52 ads totaling 27,426 lines placed 
by 41 advertisers. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered Ry The 


QUINCY PATRIOT-LEDGER 

$109,695,000 Effective buying 
income 

$85,616,000 Retail Sales 

Quality of market index 104 

Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


are 
Actual size... 
Convenient for 
pocket or purse 


Pick up Quick...and 


SEE THE IMPACT OF EACH AD! 


See how each ad in Quick gets spotlight 
visibility . . . full impact on Quick's growing 
circulation of more than 1,000,000 
\ each week. No wonder— 


Quick's fast format and rapid-fire news reporting 
carry readers’ attention to every page . . . from 
cover to cover. And... 


Each ad is a full page. If requested each ad stands 
by itself, facing an editorial page. 


See for yourself how these ads command 
attention in the current issue of Quick— 


Anacin Pullman Travel 
Curtiss Candy RKO Radio Pictures 
Kleenex Willys-Overland 
Old Gold Cigarettes Wings Shirts 


Union Pacific Railroad Travel 
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Buenos Aires Agency 
Lists Top Argentine 
Advertisers in ‘50 


Buenos Aires, March 14—A re-| 
view of advertising in Argentina 
during 1950, with a list of the 
largest volume advertisers in var-| 
ious fields, has been issued by Pub- | 
licidad Tan advertising agency 
here. | 

The shortage of newsprint dur- 
ing the year resulted in cuts in 
both number of pages and sizes 
of newspaper ads, the agency 
pointed out, and led to a great in- 
crease in outdoor advertising and 
a somewhat smaller increase in 
radio advertising. 

Media rates during 1950 were 
increased about 35%-40% for 
newspapers, 25% for magazines 
and 30% for radio. Because of the 
relatively high cost of direct mail 
pieces, calendars and other printed 
matter, there was a large reduction 
in this type of advertising, accord- 
ing to the agency's review 

The quality of printed work also 
has fallen off, the agency reported, 
due primarily to lack of paper, inks 
and other printing materials. 


® Principal advertisers in the food, 
beverage, drug, cosmetic, house- 
hold goods and other fields were 
listed by the agency as follows: 

Packing houses—tinned food products 
Swift, Armour, Wilson and Anglo. Ad 
budgets were mainteined at the 
level as in previous years, 

Spirits: Fernet Branca, Cinzano, Martini, 
Hiram Walker, Gilbey, Gordon, Ludgate 

Soft drinks: Coca-Cola, Biou, Cunning 
ton, Biltz, Crush. 

Radios: RCA Victor, Philips and Philco. 
Advertising during the year was mostly 
of the reminder type and budgets were 
not large 

Insecticides: Flit, 
fecto 

Powdered soaps: 
Ombu 

Analgesics: Geniol, Cafiaspirina, Mejor- 
al, Anacin, Evanol. It is in this field that 
some of the largest advertising budgets 
are found 

Razor blades 
tranjera 

Wrist watches: Omega, Tissot, 
sal, Girard Perregaux, Election. 

Bathing suits: Mistinguette, Masllorenes, 
Jantzen, Ondamar, Ola, Madanes. 

Cosmetics and perfumes: Pond’'s, Atkin- 
son's, Helena Rubinstein, Nantes, Eliza- 
beth Arden, Dorothy Gray, Mecha Ortiz, 
Dagelle, Hind'’s, Melba, Colonias York, 
Anjou, Devon, Coty. The toiletry and 
perfume field was one of the few in 
which ad budgets increased approximately 
20% last year 

Soaps: Palmolive, Lux, Manuelita, Sun- 
light, Kasmir Bouquet 

Lipsticks: Tangee, Heather, 
Gladys, Ne-teb, Jhem Pey. 

Shampoos: Helene Curtis, Richard Hud- 
nut, Halo, Mulsified. 

Deodorants: Odorono, Mum, Novel-tex, 
Polyanna, Arrid, Lysoform 

Hair fixatives Glostora, 
Gomina, Palmolive, Brylcreem 

Shaving creams: Palmolive, Colgate, 
Kolynos, Williams, Glider, Lanoleche. 


same 


Duratox, Shell, Ef- 


Rinso, Lux, Andinix, 


Gillette, Pal, Legion Ex- 


Univer- 


Vivired, 
Fixina, 


Holcombe Parkes Resigns 
Holeombe Parkes, executive 
vice-president of the Apex Film 
Corp., Los Angeles, has resigned 
from that position. For the past 
year he headed the eastern office 
of Apex and prior to that was 
vice-president in charge of public 
relations for the National Assn. 
of Manufacturers. He has not an- 
nounced his future plans as yet. 


Parsonnet Appoints Blake 

Walter Blake has been appointed 
executive sales director of Par- 
sonnet Studios Inc., New York, 
producer of commercial, televi- 
sion and special films. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By 


The Evening & Sunday Telegram 
A modern industrial city, largest 
east of Raleigh and north of Wil- | 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 
bacco Culture & Marketing. 

SEND FOR OUR STANDARD MARKET DATA BOOK 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co marta ns offices 
in at! principal adverts rg certers 
~ GET OUR CITY ZONE FOLDER - 


|& Suderow, New York, 


Spitz Appoints Sedgwick 

Alfred E. Sedgwick, who had 
been head of Sedgwick, Demarest 
and for 
20 years prior to that with Hearst 
Magazines, has been appointed ex- 
ecutive assistant to Edward A. 
Spitz, publisher of Pacific Hotel 
Publications, Los Angeles. Mr. 
Sedgwick will assist Mr. Spitz in 
over-all administrative functions 
of the corporation and will direct 
and promote regional and national 
advertising sales activities of 
Guest Informant. 


Pond‘s Promotes Young 

Sam Young, with Pond’s Ex- 
tract Co. for the past 14 years, 
most recently as sales promotion 
manager, has been appointed man- 
ager of Pond’s syndicate store 
sales, with headquarters in New 
York. 


Appoints Publicidad Badillo 
American Tobacco Co. Ne 
York, has named Publicidad Ba- 
dillo Inc., San Juan, Puerto Rico, 
to direct the advertising of Lucky 
Strike cigarets in Puerto Rico. 


NEW—following a four-<ity test, full- 

scale distribution of Nestle cookie mix 

has storted in eastern and midwestern 

ereas. Color pages will be used in Sun- 

day supplements and the product will 

be promoted on Nestle’s network TV 
program. 


854.436 TV Sets in Chicago 

The Electric Assn., Chicago, re- 
ports that on Jan. 31 there were 
854,436 television receivers in- 


WwW | stalled and in use in the Chicago 


area. As of Dec. 31, there were 
815,471. The figures are based on 
the totals reported by manufac- 
turers and distributors. 


Owl Rexall, Maytair Start 
Second Joint Building 

Owl Rexall Drug Stores and 
Mayfair Markets have begun con- 
struction of a completely inte- 
grated supermarket and drug store 
in North Hollywood, Cal. This is 
the second such joint operation, 
the first having been established 
in Santa Ana, Cal., last December 
The new store will cover an area 
of 43,000 sq. ft. Shoppers will be 
offered self-service in drug store 
| items, groceries, meats, vegetables, 
fruits, delicatessen foods, liquors 
and tobaccos, all to be paid for 
at common checking stands. In 
addition, there will be a series of 
shops located inside the structure, 
including a bakery and fountain 
grill 


Editors Otter Souvenir Book 
Society of Business Magazine 
Editors is offering a 20-page il- 
lustrated report of the Jan. 19 
Business Mobilization dinner spon- 
sored by the society, at which 
President Truman addressed the 
group. The souvenir booklet, con- 
taining the President's complete 
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; speech, photographs and other per- 
tinent material, may be obtained 
from the society, 1015 National 
Press Bldg., Washington, for 17¢ 


| a copy 


ABC Appoints Hatcher 

Ralph Hatcher, formerly manag- 
er of WPLH, Huntington, W. Va., 
has joined the station relations de- 
partment of American Broadcast- 
ing Co., New York 


NORTH CAROLINA 
You can’t cover the South's No. 1 
State — North Carolina — without 
The Salisbury POST, because only 


The Salisbury POST COVERS 
North Carolina's No. 1 PER 


CAPITA RETAIL MARKET. 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word Griffith Co maintains offices 


in oll principal edvettiomng centers 
— GET OUR CITY ZONE FOLDER - 


YOU'VE GOT TO 


*ABC City Zone based upon 1950 
Census ond 1947 Census Surveys 
of Metropolitan district and Stote 


ACT BIG 


The way you covered the Baltimore market 
10 years ago isn't good enough today. 
Baltunore is bigger and richer — and 

Opportunities are greater. Your sales poten- 
tial is bigger — and it takes the biggest, 


most efficient means available 
that potential. It takes using the 


News-Post, Baltimore's biggest evening 


circulation. 


BeBe Bee ORE RR 


BEL OP 


er TSE 


T0 


SELL BIG 


IN BIGGER BALTIMORE 


Baltimore's family 


to realize 
Baltimore 


226,467). 


Pa 


Baltimore News -Post 


First in wera SOS 


Ct A no BP rt Fi ny 
SA ee it 


News-Post — reaching 


population is bigger by 


28°7 than in 1940, and the new effective 
family buying income of Baltimore has in- 
creased more than in any other major city. 
You get the most complete coverage of any 
single daily newspaper (60°%) with the 


196,795 City Zone 


families* at a single cost (Total net paid, 
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WCCC Appoints Paul Martin 

Paul Martin, formerly program 
director of WKBW, Buffalo, N. Y., 
has been appointed station man- 
ager and program director of Sta- 
tion WCCC, Hartford 


‘Vancouver Sun’ Ups Lecky 

John Lecky, formerly assistant 
to the publisher, has been ap- 
pointed advertising director of the 
Vancouver Sun. Mr. Lecky joined 
the daily in 1946. 


SHEBOYGAN 
WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin’s 

key cities over 50,000 population. 
2. Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all prncipol advertising centers 
~ GET OUR CITY ZONE FOLDER — 


DALLAS, March 13—Grocery 
wholesalers should consider estab- 
lishing themselves in non-food lines 
because of the increasing number 
of retailers who stock non-food 
items supplied by wholesalers in 
those fields, according to Arthur 
Menadier, supervisor of research, 
marketing and merchandising of 


Batten, Barton, Durstine & Os- 
born. 

Speaking before the Texas 
Wholesale Grocers Assn.’s 38th an- 
nual convention, Mr. Menadier 
said: 


“In view of the apparent trend, 
wholesalers from other fields are 
encouraged to set up subsidiary 
operations for the servicing of gro- 
cery outlets on a consignment 
basis. Grocery wholesalers should 
take stock of the situation and 
consider establishing themselves 
in such non-food fields as drugs 
and housewares.” 

Mr. Menadier's 


REVIEW—Jeannette S. Seidman, president of the Inter-Rocial Press of America, ex- 
amines, with Philip M. Light, New York state director of the Treasury's Savings Bond 
division, one of five scrapbooks containing more than 4,000 defense savings bonds 
news stories and ads. The copy appeared in some 150 newspapers in 24 foreign 
languages during 1950. Mrs. Seidman received a citation on behalf of the foreign 
press, from the Treasury, for the promotion and sale of savings bonds through that 


medium. observations 


IT'S EASY WITH 


THE 


- ee eee ee oe 
a Ee rt OPRIOME 


ight (An rm 


ASTER E66 HUNT 
TODAY 


cco 
Scripps-Howard Newspapers 


Many an Easter sales campaign is better 
organized when an advertiser knows his 
combinations! Any season of the year, you 
can get there FIRST for your full share of 
profits in the two billion dollar Memphis 
Market with the RIGHT Combination— 
your two Memphis News . Today 
Memphis Press-Scimitar onl ts Gene 
cial Appeal reach more than 324,442* 
families daily in 76 counties of four states. 
It's the Right Combination for the Right 
Results, with an optional daily combination 
rate representing a saving to the advertiser 
of 18c per line. 
*ABC Publishers’ Statement, 9-30-50 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Advertising Age, March 19, 1951 


Grocers Should Add More Non-Food Lines, 
BBDO Reports on Basis of Panel Survey 


were based on the findings of 
BBDO's 15th food staff presenta- 
tion, “A Study of Non-Food Items 
in Grocery Outlets.” The study, 
made through BBDO’s 3,000-mem- 
ber National Panel of Consumer 
Opinion, embraced 60 items 
grouped under seven headings. 


@ The non-food items most fre- 
quently stocked, according to the 
panel, are cigarets and tobacco, 
with 97% of the panel reporting 
their grocers carrying these items. 
Other products stocked by grocers 
included: lamp bulbs, 89%; sham- 
poo, 49%; cellophane tape, 48%, 
and cellulose sponges, 26%. 

The survey indicated that in 
strictly feminine beauty aids— 
face powder, nail polish, lipstick— 
a high percentage of women pre- 
fer to buy in drug, variety or de- 
partment stores because of their 
strong brand loyalty and because 
they feel stores of this type have a 
wider selection from which to 
choose. 

Summarizing the findings, Mr. 
Menadier said, “Because of the 
accessibility of grocery stores and 
the frequency with which women 
visit them, it would appear that the 
following categories of non-food 
items offer promise on grocers’ 
shelves: Items that have common 
use in the home; that do not re- 
quire special or technical instruc- 
tion to use; that are not considered 
medicine, and items that can be 
stocked in a sufficient variety of 
well-known brands.” 


Tappan Using Largest Ad 
Budget, Radio and TV 

Tappan Stove Co., Mansfield, O., 
will have the “largest spring pro- 
gram in the history of the com- 
pany,” according to P. I. Berno, 
director of merchandising. Under 
the theme, “Be a Glad Girl,” the 
promotion will break with a four- 
color page in the April Better 
Homes & Gardens, to tie-in with 
National Window Display Week. 
Follow-up half-pages are sched- 
uled for the March 31 issue of The 
Saturday Evening Post and April 
issues of Farm Journal, Ladies’ 
Home Journal, Successful Farm- 
ing, Sunset Magazine and Woman's 
Home Companion. May and June 
insertions will run in Country 
Gentleman, Good Housekeeping, 
Household, McCall's, Progressive 
Farmer and Woman's Day. 

Supplementing Tappan’s maga- 


zine advertising will be partici- 
pation in 17 network radio and 
television programs. Griswold- 


Eshleman Co., Cleveland, is Tap- 
pan’s agency. 


Dodge Promotes Braden 
to Sales Supervisor 

E. M. Braden 
has been appoint- 
ed sales super- 
visor of the 
Dodge division of 
Chrysler Corp., 
Detroit. He had 


been regional 

manager of the 

Dodge Chicago 

region for two 

years prior to his 

new appoint- 

ment. E. M. Braden 
Mr. Braden 

joined Dodge in 1941 as district 


manager in the Pittsburgh region 


TORONTO, CANADA 


Capital City of Ontario — Canada's Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail 
Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
--50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER - 
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Special Educational 
Panel Scheduled at 
Popai Convention 


New York, March 14—In addi- 
tion to the two-day exhibit April 
3-4, the annual meeting of the 
Point of Purchase Advertising In- 
stitute at the Waldorf-Astoria will 
hold a special educational panel 
on point of purchase advertising. 

The panel has been arranged by 
two board members of Popai— 
Ralph Head of Batten, Barton, 
Durstine & Osborn, who will act 
as moderator, and W. Parlin Lil- 
lard, sales promotion manager of 
General Foods Corp. 

Six retailers, one in each major 
field of distribution, will speak 
briefly on “How I use store dis- 
plays to increase sales.” This will 
be followed by an open question 
and answer session on window and 
store displays. 

In addition, there will be show- 
ings of Popai’s recently completed 
sound-siide film, “Eye Catchers 
and Sales Catchers.” © 


@ The annual meeting and elec- 
tion of officers will take place at 
the close of business on the open- 
ing day of the meeting, which will 
be followed by a reception and an 
informal stag dinner for members. 

On the concluding day, in addi- 
tion to continuation of the ex- 
hibit, there will be the annual 
luncheon at which Thomas H. 
Beck, board chairman of Crowell- 
Collier Publishing Co., will be the 
principal speaker (AA, March 5). 


Toastmaster will be Carl V. 
Haecker, display director of RCA 
Victor. 


Reservations indicate that about 
1,200 sales and advertising ex- 
ecutives will attend the lunch- 
eon, and about 11,000 persons are 
expected to visit the two-day ex- 
hibition. 


‘Everywoman’s’ Increases 
Circulation; Plans 4 Editions 
Everywoman’s Magazine has an- 
nounced a 25% increase in its cir- 
culation guarantee. Effective with 
the September issue, the magazine 
will guarantee 1,250,000 net paid 
yearly average, all circulation be- 
ing single copy sales through 31 
| supermarket chains. Beginning 
with the June issue, Everywoman’s 
will be published in four sectional 
editions—Northeast, Southeast, 
Central and Pacific, with indivi- 
dual guarantees of 400,000, 100,- 
000, 375,000 and 125,000, respec- 
tively. The magazine now occupies 
larger quarters at 16 E. 40th St., 
New York. 


Plans Art Show at Exhibit 


A new feature of the packaging 

{ exposition to be held in Atlantic 

A City, April 17-20, will be an art 

} exhibit sponsored by Riegel Paper 

| Corp., New York, manufacturer 

if of specialty papers. The art show 

i is restricted to amateurs who are 

it connected with the packaging in- 

dustry. Awards will be made to 

| the artists whose work receives the 

| most votes from the convention 
visitors. 


Dickens Joins Needham, Louis 
Donald Dickens, formerly a 
copywriter of Leo Burnett Co., has 
joined Needham, Louis & Brorby. 

| Chicago. 


CHARLESTON 


WEST VIRGINIA 


Charleston, The Largest City in West 
Virginia Is Blanketed By 


B 
THE CHARLESTON DAILY MAIL 
1. The Daily Mail, Charleston's 
only evening newspaper. 
2. The Daily Mail, West Virginia's 
largest afternoon 
3. The Daily Mail le 
food advertising. 
ASK FOR ADDITIONAL MARKET 


Nationally Represented hw 

WARD-GRIFFITH CO. 

The Ward-Griffith Co. maintains offices 
in all principal ing centers 
— GET OUR CITY ZONE FOLDER - 


T. 
in retail 


FACTS 


Vitamin Corp. Signs 
Gabriel Heatter for Rybutol 
Vitamin Corp. of America, 
Newark, N. J., has bought the 
Thursday night newscast of Ga- 
briel Heatter (MBS), effective 
March 29. Rybutol Gelucaps will 
be featured in the commercials. 
This is the opening phase of a new 
drive planned for the advertiser 
by Harry B. Cohen Advertising 
Co., New York, which recently 
was assigned to handle the ac- 
count. Another Cohen client, 
Ennds chlorophyll tablets, spon- 
sors Mr. Heatter on Friday nights. 
The campaign for Rybutol Gelu- 
caps is scheduled to include tele- 
vision and newspapers as well as 
radio. 


KTTV Names Robert Oakley 


Robert Oakley has been named 
director of program development 
of KTTV, Los Angeles. For the 
past 10 years, Mr. Oakley has been 
a talent manager and program 
packager. 


Myers Names Walter Myers 
Walter L. Myers Jr., formerly 
with Club Aluminum Products Co., 
has been named head of the newly 
formed merchandising display di- 
vision of Myers Brothers, Steuben- 
ville, O., interior design, construc- 
tion, decoration and furnishings. 
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American Stee] Names Doxey Names Moser & Cotins 


American Steel Warehouse Goodwin Clubs Inc., Utica, N. 
Assn., Cleveland, has named John | Y., sponsor of merchandise club 


E. Doxey, formerly with Hill & plans, has appointed Moser & Cot- 
Knowlton, Cleveland, as assist- ins as advertising agency. Promo- 
ant to the president. Mr. Doxey | tion is scheduled for daily and 


will be in charge of publicity for | weekly newspapers, sectional mag- 
the association. |azines and farm publications. 


THIS IS PIERCE COOK — (Another W-G Salesman) 


Pierce W. Cook, after serving as advertising manager of an Atlanta Real Es- 
tate and Bond company, joined our company over twenty years ago. Pierce 
worked out of our Atlanta office for some years. He then opened and now 
manages our Charlotte, N.C., office which serves the Carolinas area. Pierce is 
an experienced, thorough advertising man who, like any of our salesmen, will 
work “hand in glove” with you to gain maximum results from your advertising. 
Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building Plaza 5-7028 NEW YORK 
Wrigley Building Superior 17-2485 CHICAGO 

= General Motors Building Trinity 3-6365 DETROIT 
Statier Office Building Liberty 2-5669 BOSTON 
22 Marietta Street Walnut 1231 ATLANTA 
215 Builders Building 5-8020 CHARLOTTE 
Russ Building Yukon 2-6028 SAN FRANCISCO 

: 

. 


When GRIT America has a headache, it reaches for the remedy it 
sees most often in the pages of GRIT. And sales increase by 21%! 


GRIT Families show a definite preference for all GRIT-Advertised products: 
A GRIT-Advertised cough syrup gets 3 times more sales than nearest com- 


petitor . . . children’s laxative, 5 times more sales than nearest rival . . . cold 
remedy gets 29%, of all sales in its field! 


Lu ———— 
~ Sie R%, Sy = e 
Ba ESS eee aa 


WILLIAMSPORT, PA. 


Ask Osborn, Scolaro, Meeker & Scott 


for the GRIT Reader Survey 


SHORT CLOSING DATE: LAST FORMS CLOSE MONDAY PRECEDING DATE OF ISSUE! 


Small Town America's Greatest Family Weekly 
—with more than 600,000 circulation 
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Gaines Cancels Radio Show 


Gaines dog food division of Gen- 
eral Fods Corp. has canceled its 
sponsorship of “Juvenile Jury,” 
effective April 1. The Gaines divi- 
sion is revising its advertising pro- 
gram and will allot its expenditures 
to other media. Benton & Bowles, 
New York, is the agency. 


DAYTONA BEACH 


Florida's FLOnts 
= DAYTONA BEACH “HEWS-JOURNAL 
. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. _ 
. Over $55,000,000 effective buying in- 


2 

come. 

3. Over ,000,000 retail sales. 

4. a market index of ie. 

5. 1949 total advertising 10,066,667 lines. 

‘6. National advertising gain 20.58%, 
compared to Nation's average 14.80%. 

SEND FOR QUR ADVERTISERS’ MERCHANDISING PLAN 


Represen By V. J. Obens dr. In_Jacksonvilie 
Andé Nationally Represented 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 


advertising 
— GET OUR CITY ZONE FOLDER — 


New York AMA to Hold 
Student Conference 

The New York chapter of the 
American Marketing Assn. will 
sponsor an all-day Metropolitan) 
Student Marketing Conference on 


April 25 for marketing students in| 


city and nearby colleges. Sessions 
will be held at New York Universi- 
ty, consisting of informal conter~| 
ences conducted by leaders 

various branches of marketing, Pn 
cluding the advertising agency, the 
retail store, sales management, re- 
search, media, wholesaling, etc. 


Flexees Opens Spring Drive 

Artistic Foundations, New York, 
is launching a two-week spring 
promotion this month for 
Flexees “Profile” line of girdles 
and bras. “Profile Hi,” Flexees 
highwaist * ‘Profile” girdle and the 
new “Profile” bra will be featured 
in 480-line ads in 108 newspapers. 
One-minute TV film spots will be 
used in four or five major cities 
and leading fashion and service 
publications will carry ads. Thom- 
as & Delehanty, New York, is the| 
agency. 


Agnew, Houghton Revise Marketing Book 


New York, March 13—-McGraw- 
Hill Book Co. has published a 
thoroughly revised and modernized 
| second edition of “Marketing Poli- 
cies,” by Hugh E. Agnew, professor | 
emeritus and formerly chairman of 
|}the marketing department, New 
n| York University, and Dale Hough- 

| ton, professor of marketing, school 
of commerce, NYU. 

First published in 1941, the text 

covers in considerable detail those 


| subjects which an agency or ad 


manager would consider in the 
preparation of an advertising cam- 
paign. Many changes have been 


the | incorporated in this new edition, 


occasioned by the rapidity with 
which marketing practices have 
been altered in recent years. 
With emphasis in the 1951 edi- 
tion on marketing campaigns, sub- 
jects such as the consumer move- 
ment have received limited con- 
sideration. Discussions of mer- 
chandising and sales promotion, on 


| the other hand, have been consid- 


A Remarkable Case History, extending over 19 years! 


Remember 1932? 
Remember 1937? ————— 
Remember 1941? 
Remember 1950? 
On the 2nd day of April, Sibley, Lindsay & 


Curr Co. of Rochester, N. Y.—the largest de- 
partment store between New York City and 


Cleveland—will air the 


broadcast of its 15-minute program, 


Clock Time,” over WHAM. 


Through L9 years of war and peace, deep 
depression and boom prosperity, Sibley’s has 
used WILAM continuously five days a week, 
52 weeks a year, to move merchandise with 


5000th) consecutive 


Here at WHI 


that, naturally. 


Tower 


"Tower Clock Time” 
First Prize in the annual NRDGA competi- 


Depth of the Depression, with 
the accent on More Sales 


Era of Uncertainty—was if 
“Good Times" or not? 


Start of 5 years of Scarcities 
and Restrictions 


With the clouds of War again 
over the world 


the same radio program. 


AM we're mighty proud of 
And we're proud, too, that 
has three times won a 


tion, and, in 1950, capped its achievement by 


winning the 
gratulations are 


NRDGA Grand 


Award. Con- 


in order to the management 


of Sibley’s for consistency and program excel- 
lence of prize-winning calibre. 


. . » ANY TIME BUYER CAN SEE THAT THERE’S A MORAL IN THIS STORY: 


A major retail institution such as Sibley’s knows 
its area market and people intimately, from A to 
Z. When such an advertiser invests heavily year 
after year on one station, you can be quite sure 
that that station is producing SALES in real 


WHAM ~~ 


GEORGE P. HOLLINGBERY 


Sibley’s knows by 


many other advertisers 


measurable volume! 


experience—and so do 


that there is no better, 


more powerful sales-by-air medium in Western 


New York than WHAM! 


eS. 3, N.Y. 


COMPANY, NATIONAL REPRESENTATIVE 


erably extended. 

There is a new chapter on pub- 
lic relations, including its rela- 
tion to campaign work. The 
chapter dealing with trademarks 
has been completely revised, re- 
| flecting changes brought about by 
congressional legislation in 1946. 
Also largely new is the treatment 
of retailing, in which is shown 
changes that have taken place in 
chain and department stores with 
the development, for example, of 
supermarkets. 

In general, the authors estimate 
that about 55% of all the material 
in the book is new. Each chapter 
is augmented by an appropriate 
bibliography. The price of the new 
edition is $6.50. 


DARTNELL STUDIES 
EMPLOYE MAGAZINES 

Cuicaco, March 13—“Improving 
the Content of the Employe Mag- 
azine,” a study designed to help 
both editors and management pre- 
pare an employe publication which | 
can best meet the need for better 
communication between worker | 
and management during the pres- | 
ent emergency, has been com- | 
pleted by Dartnell Corp. 

The report, which is based on 
a survey of more than 400 compa- | 
ny publications, has been compiled | 
in three sections. The first is con-| 
cerned with readership surveys; | 
the second deals with the maga- 
zine as an effective communica- | 
tions tool, and the third section | 
discusses specific features which | 
make for more effective channel- 
ing of information. Also included 
in the third section is a review 
of various methods of distributing 
the publications to employes. 
@ A tabulation of 258 employe 
magazines at the end of the study 
presents an over-all picture of 
these publications from the stand- 
point of size, appearance, poor 
matter and distribution. 

The tabular analysis contains 
data on the use of readership sur- 
veys, union news in the maga- 
zine, industry or community in- 
formation and the trend toward 
home distribution. Also included | 
are 45 examples of features om 
current magazines. 

The report is available from the 
company at 4660 Ravenswood 
Ave., Chicago, at $9.50 a copy. 


PENNEY PENS HISTORY 

New York, March 13—Harper & 
Bros. has published “Fifty Years 
with the Golden Rule,” by J. C. 
Penney, founder of the J. C. Pen- 


}ney Co. 

| Subtitled “A Spiritual Auto- 
| biography,” Mr. Penney’s book 
traces the manner in which re- 
| ligion, and especially his concept of 
“the golden rule,” influenced his 
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Te Rh eae 


hack who took Joe 
imbels advertising 


—- 


a 


. today, 2 to 3 p. m. 
He'll be in Gimbels Book Store ' 


te autogroph copies of his 
latest best-selling murder mystery 


“Ledy Dowt Dir on My 
Doorstep 250 


THE GIMSEL FOO STORE—STELET FLOOO—eanntT 
TERE _OPEN TODAY 12 TO 9_ 
WHO DUNNIT—Humor in copy and illus- 
tration and nearly 400 lines of news- 
poper advertising space was taken by 
Gimbel Bros., Philadelphia, in the Phil- 
adelphia Inquirer, Feb. 28, to introduce 
a detective novel written by a former 
member of the store's advertising-copy 
stoff, Joe Shallit. Mike Robbins, copy- 
writer who succeeded Mr. Shollit at 

Gimbels, wrote the copy for the od. 


Candy Concern Signs TV Show 

Hollywood Candy Co., Centralia, 
Ill., has purchased a new half- 
hour television variety program, 
“Hollywood Junior Circus,” 
the full NBC interconnected 
work. The program can be s 
on alternate Sundays from 
to 5 p.m., CST. It alternates with 
“The Magic Slate.” The 52-week 
contract was placed through 
Ruthrauff & Ryan. 


‘Sun-Times’ Has Spot Color 

The Chicago Sun-Times is now 
offering advertisers spot color in 
its regular b&w editions. At pres- 


| business career. The price is $2.75. | ent, one color in addition to black 


| 

Plans Packaging Exposition 
| The sixth annual 
| Packaging and Materials Handling | 
| Exposition will be held Oct. 1-4 at 
the Cleveland Public Auditorium 
Produced by the Society of Indus- 
trial Packaging and Materials 
Handling Engineers, the event this | 
| year will be sponsored by the de- 
| part ment of mechanical engineer- 
ing of Case Institute of Technol- 
ogy, Cleveland. 
ture of the exposition will be 
annual packaging competition with 
greater emphasis placed upon new 
domestic and export developments 
for packaging and handling of 
armed forces material 


‘Star’ Issues Rate Card 


The Toronto Daily Star has is- 
sued a new rate card, effective 
May 1. There are no changes in 
the basic advertising rates. The 
basic rate will continue to be 55¢ 
ia line. The only changes will be 
in position charges. The premium 
for guaranteed position will go 
from 25% to 35% for a specified 
page and 40% to 50% for following 
and alongside reading matter. 


An important fea- | 
the 


|} can 


Industrial | 


| 


be scheduled, in editions of 
80 pages or less, at national rates 
; of $400 per page or $700 per cen- 
j}ter spread above regular b&w 
rates. 


May Joins ‘Hardware World’ 


Don May, who formerly oper- 
ated an advertising agency in San 
Francisco, has joined Hardware 
World, San Francisco, as western 
sales manager 


ELIZABETH 


NEW JERSEY 


A Wealthy Pe . pl Product 


ELIZABETH. DAILY “JOURNAL 


1. Metropolitan high spot of New 
Jersey. 
Union County market index 115. 
Net buying income $634,201 ,000. 
Retail sales $330,948,000. 

ASK FOR ADDITIONAL MARKET FACTS 


Natu 


? 
2. 
,. 
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Hoffman Opens 
Ad Campaign to 
Boost TV Films 


| 


| 


Los ANGELES, March yr 


man Radio Corp. last Saturday 
night launched an intensive pro- 
motion to merchandise its KLAC- 
TV telecasts of recent “A” pictures 
(AA, Feb. 20). Promotion includes 
advertising by Hoffman and the 
station, and a giveaway “Eye-Q 
Jackpot.” 

The kick-off show, “Angel On 
My Shoulder,” was announced in 
half-page ads by KLAC-TV in the 
Herald & Express and the Exam- 
iner, and a full page in the Daily 
News. Hoffman ran 2 column by 
10” ads in the Times and the Mirror. 
Subsequent programs will be ad- 
vertised in the same manner, using 
the theme “Ist in TV history.” 

Dealers have been furnished 
elaborate kits of point of sale ma- 
terial and entry blanks for the 
giveaway. Material includes a 
complete schedule of pictures to 
be shown and reprints of banners 
used in the original movie adver- 
tising. “Eye-Q Jackpot” consists of 
a drawing made at the conclusion 
of each telecast. 


e The entrant whose card is 
drawn is called and asked to 
answer a question based on action 
in the picture or the commercials 
given on the program. To enter, 
contestants must go into a Hoff- 


man dealer's store to get the neces- 
sary blank. The blanks require a! 
name, address and telephone num- 
ber. A new drawing is made each 
week, and in order to compete it 
is necessary to enter by the 
Wednesday preceding the Saturday 
telecast. 

The promotion is confined to 
Southern California, but if it goes 
over the same program probably 
will be followed in other areas. 
Hoffman has exclusive rights to 
the pictures in 16 other markets. 
The company, which has national 
distribution through 47 distributors 
and direct dealers, will open a 
factory sales branch in Chicago, 
about April 1. 

Three thousand Hoffman deal- 
ers, their wives, salesmen and TV 
service men heard about the pro- 


motion plans from Hoffman execu- 
tives at the Earl Carrolls Theater 
here on the evenings of March 6 


and 7. | 


e H. Leslie Hoffman, 
and general manager of the com- 
pany, presented an interesting re- 
view of reasons for varying TV 
sales gains in the past few years 
in Southern California. 

His year-by-year analysis 
pointed out that 1948-1949 was a 
period of hard selling with dealers 
going from door to door to give 
demonstrations. Dealers were still 
selling hard the next spring, and 
sets in use were up 76.3% by May, 
1949. Then sales soared at the time 
of the Kathy Pincus tragedy, when 
remote crews covered attempts to 
rescue the child. Sales jumped 33% 
in two months. 


The summer of 1949 was a 
HAVERHILL 
MASSACHUSETTS 


A Key City Of 60,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 

1. World shoe making center. 

2. Western Electric Co. manufac- 
turing center. 

3. Effective merchandise help. 

4. Business is good in Haverhill. 

REQUEST MORE FACTS TISE IN L 
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president 


RCA Names Lewis and O'Brien 


C. M. Lewis has been named 
manager of broadcast and com- 
munications sales of the engineer- 
ing products department of RCA 
Victor division of Radio Corp. of 
America, Camden, N. J. J. F. O'- 
Brien has been appointed manager 
of theater, visual and sound sales. 


Lohmeyer-Adelman Adds Two 

John J. Henderson, formerly 
with Al Paul Lefton Co., Phila- 
delphia, has joined Lohmeyer- 
Adelman Inc., Philadelphia agen- 
cy, as director of merchandising. 
Jean Matzke, formerly with Ait- 
kin-Kynett Co., has been named 
production manager. 


“settling” period. New stations 
went into operation and baseball 
telecasts helped sales along. A sud- 
den burst of sales accompanied 
Hoffman's televising of college 
football. Football sparked a 183% 
gain that fall. 

Shortages leveled off the sales 
peak that winter but sets in use 
had reached 448,737 by the end 
of February last year. When wres- 
tling was dropped in the spring, 
Mr. Hoffman said, sales fell off 
38%, striking evidence of the pop- 
ularity of the sport. Then Hoffman 
renewed sponsorship of wrestling 
in May and June, and other factors 
—war in Korea, excise taxes, 
Regulation W, etc—all helped 


boost sales 66% in the summer. Kirksey Promotes Nicholson 

Patrick J. Nicholson III has been 
named a vice-president of George 
Kirksey & Associates, Houston 
public relations concern. He joined 
the company in 1947 and has been 
an account executive on petroleum 
accounts. 


Joins Agency Network 

Lewin, Williams & Saylor, New 
York, has become the 16th mem- 
ber of the Continental Advertis- 
ing Agency Network. 


NBC Forms New Department 


National Broadcasting Co. has 
formed a station relations and 
traffic department on the West 
Coast, with Paul B. Gale, formerly 
manager of the traffic department, 
as manager. Alan Courtney, who 
has been acting manager of sta- 
tion relations, guest relations, pub- 
lic affairs and education, has been 
named station relations contact. 


Appoints Lucy Clagett 

Lucy Clagett has been appointed 
Chicago representative of Nation- 
al Family Opinion Inc., private 
consumer research concern. Miss 
Clagett was formerly with Ray 
Shaffer Associates, design con- 
sultant. 


Loeb Appoints Lawrence 

Leon Lawrence, formerly sales 
manager of Harlich Mfg. Co. and 
Victory Mfg. Co., has been ap- 
pointed Chicago and midwestern 
representative of Ben S. Loeb Inc., 
manufacturers’ representative. 


55 


KTTV Appoints Breckner 

Robert W. Breckner has been 
named executive director of KTTV, 
Los Angeles. He will build a de- 
partment responsible for all sports, 
special events, news and public 
service programs. Mr. Breckner 
has been with the station since 
1948 and a director since May, 
1949. 


In CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 


Ask for Information 
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world is the journalist’s beat 


but World 


is his newspaper 


News of the World might be office gossip. News of 
the world is the World's dish. And just which you 
mean, depends on where you put the capital “W's” 
and the lower-case “‘w’s.”” 


It’s the same with Coke. When used as the friendly 
abbreviation for Coca-Cola, Coke—like any proper 
noun, such as the name of your newspaper—requires 
a capital initial. With a smail “ce,” the word refers to 
something entirely different. 


We keep reminding you about this for reasons of 
clarity and correct usage. There’s another reason, too. 
Coke—with a capital “C”—is our registered trade- 


THE COCA-COLA COMPANY 


mark; and good practice prompts the owner of a trade- 


mark to protect it diligently. 


Ask for it either way 
both trade-mark 


mean the same thing. 


REG US PAT OFF 


REG. US. PAT. OF 


Coke 
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N 
Jule 
wort 
war 


Department where he , a 
dinator of celebrities and tal- staff of 15—of whom 12 are women 
for government war finance —and maintains offices here and 
Washington and 
a behind-the- 
in that many 
agency clients who run testimonial 
realize that the 
big names featured in their copy 
are supplied by Endorsements Inc. 
understandably, are 
reluctant to disclose 
| that they don’t handle a promotion 
entirely within their four walls 


coor 
a ent 
> driv 


that 


. tacts he had made with celebrities 
“3 from all walks during his war bond 


LYNCHBURG 


An Industrial Center, A Virginia Key 


+ 


Effective buying income 
$66,994,000. 
2. Quality of market index 113. | 
s. City sone population 47,841. 
4. Lynchburg cannot be sold from 
the outside. be 
ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER ality, 


often 
agency.” 

Occasionally 
asked to sit i 
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Do You Need Any Endorsements? 
Mr. Alberti Can Deliver Good Ones 


By LAWRENCE BERNARD 


ew York, March 15—In 1945, Inc., : 
.¢ Alberti, a former Blue Net- ably the only) service organization 
» obtaining of testimonials 
time stint with the Treasury 4nd endorsements.” 

Endorsements 


k radio producer, completed a [or 


was national 


es in 


Checking the field, he decided London 
scenes 


his future lay with the con- 


VIRGINIA 


City Reached Through 


LYNCHBURG NEWS & ADVANCE 


Nationally Represented by 


days. Thus was born Endorsements 
“world’s largest 


now employs a 


campaigns 


Agencies, 
sometimes 


occasional direct 
mail, Endorsements does no solici- 
| tation and in no way attempts to 
push any particular celebrity. 
“We don't represent any person- 


e Other 


we are an adjunct to the 


Endorsements is 
on plans board promotions. “We have counseled 
meetings to advise on testimonial against testimonial campaigns 


(and prob- 


said. “Very 


campaigns as applied to specific 


j 
d 


NT A ALO th 


FLORIDA IS ONE OF AMERICA'S BIG, IMPORTANT, 


FASTEST-GROWING, YEAR AROUND 
MARKETS, AND... 


GET YOU 


-— MIAMI 


National Representative . Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


No use jumping all over the lot, looking 
for real market coverage. In the 

territory covered by Florida’s three big 
morning newspapers you get 80.47°% of 

Florida’s total retail sales, 80°, of the 
general merchandise sales, 81.13°, of food 

sales, 80°, of drug sales, and 81.1% 

of furniture sales—even 80% of 
the effective buying income! 


National Representative . Sawyer-Ferguson-Walker Company 


HERALD 


ALBERTI AND ENDORSERS—Jules Alberti, president of Endorse- 
ments Inc., sits in his office flanked with pictures of some of the 
big-name people whose endorsements he has furnished to 
clients. Movie star Joan Bennett graces a Robert Burns cigar 
od at far left and tennis star Frank Parker is featured in oa 


obtained okays of 
and her daughter, 
market research. 


when we felt it was unwarranted,” 
Mr. Alberti said. 

When an agency decides to use 
Endorsements, it suggests a “for 
instance” type of personality. The 
testimonial organization is then 
privileged to draw specific person- 
alities from a name pool on the 
basis of any one of seven (this is 
a minimum) names for each type 
suggested. 


@ Financia] and other arrange- 
ments are made with the individ- 
ual by Endorsements. Oddly 


enough, more often than not, the | 


only payment to celebrities is $1, 
in order to make the release legal, 
plus free samples of the product. 
|““Most often personalities do not 
take fees. A bigger payoff to them 
| is the free space,” Mr. Alberti says. 
| This, of course, is all to the good 
as far as Mr. Alberti is concerned, 
|because Endorsements gets a 
| standard service fee for a]l its con- 
tracts, not dependent on any ex- 
penses (or even the size of a cam- 
paign). 

The Federal Trade Commission 
is especially touchy about mislead- 
ing advertising in connection with 
testimonial promotions and En- 
dorsements is particularly cautious 
about protecting clients as well as 
itself. 


@ “We request ‘X’ number of sam- 
ples from the advertiser wth 
which we do a placement job to 
give to all potential endorsees. We 
also require a minimum advance 
time before signing any releases,” 
Mr. Alberti said. 

In the interim, prospective en- 
dorsees have an opportunity to use 
the product and comment on it. If a 

| celebrity doesn't like the product, 
| his name is removed from the po- 
tential list and filed for future use. 
“Because of such precautions, we 
are proud of the fact that we have 
never had any trouble with the 
FTC,” Mr. Alberti said. 

One of the three men on his staff 
is Dr. Harold Wadro, a practicing 
physician, who is employed to 
check on the claims of proprietary 

| and other medical products. Should 
trouble arise, for any reason, client 
{and company are protected by a 
| six-figure insurance policy, “the 
only one of its kind” as far as Mr 
Alberti knows. 


|@ All names used or suggested are 
thoroughly researched by Endorse- 
ments, including the present-day 
ticklish question of political lean- 
| ings. At one time a beverage client 
| received a number of protest let- 
ters because it used the name of a 
Hollywood actress to whom people 
objected because of her political 
| endorsements. Such data is always 


Too bad! This child has not had the 


benefit of ammoniated protection against decay. Her 
mother was too “smart” to believe the ads that told her. . 


Aram i-dent Helps Prevent Cavities! 


Blatz ad over Mr. Alberti’s shoulder. At right, in the Amm-i-dent 
ad by Block Drug Co. (via Cecil & Presbrey), Endorsements Inc. 
“non-professionals’’—Mrs. Margaret Mallen 
Pam—who were selected on the basis of 


placed before the client before re- 
leases are signed. 

To date, Endorsements has 
worked on close to 1,000 testimon- 
ial campaigns, with between five 
and 11 testimonials involved in 
each one. Some of the larger cam- 
paigns include: Amm-i-dent, Avon 
toiletries, Blatz beer, Calvert's 
whisky, Carling’s Red Cap ale. 
Eversharp, General Mills, Herbert 
Tareyton cigarets, La Magnita 
cigars, Schaefer beer, Silver Star 
blades and Tintair. 


@ When “non-professionals” are 
called for, as in the case of Silver 
Star blades, they are selected on 
the basis of market research con- 
ducted by Endorsements. The com- 
pany does not handle two com- 
petitive products at the same time 

Endorsements has recently made 
its services available to the Adver- 
tising Council for use in its drives. 

As might be expected, amusing 
incidents will happen when a com- 
pany deals with celebrities. One of 
Hollywood's best-known actresses, 
for example, is supposed to receive 
a case of soft drinks—retail value 
$1.20—twice monthly, as part of 
her agreement with Endorsements. 
One 3 a.m. she called Mr. Alberti 
to find out why the case was three 
days late in arriving. Cost of the 
call—$7. 


Johns-Manville Elects Two 

Leslie M. Cassidy, president of 
Johns-Manville Corp., New York, 
has been elected chairman of the 
board and chief executive officer. 
He succeeds the late Lewis 
Brown. Adrian R. Fisher, vice- 
president in charge of all asbestos 
mining, has been named president 
of the company. 


Expands Ad Campaign 

Collins & Aikman Corp., New 
York, will expand its consumer 
advertising campaign for Candalon 
furniture and automotive uphol- 
stery next month with a new 
schedule of full-color pages in 
The Saturday Evening Post. Kud- 
ner Agency, New York, handles 
the account. 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


at ally Represented by 


WARD-GRIFFITH CO. 


advertising 
— GET OUR CITY ZONE FOLDER — 
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*Indicates first listing in this column 
March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
c 
March 28-31. Assn. of National Ad- 


vertisers, spring meeting, The Homestead, 
Hot Springs, Va 

March 29-30. American Assn. of In- 
dustrial Editors, annual convention, Phil- 
adelphia 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women’s 
Club Conference, Washington, D. C. 

April 2-5. Premium Advertising Assn 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising, Waldorf-As- 
toria, New York 

*April 7-8. Sixth annual Virginia Press 
Assn. Old Dominion Ad-Conference, Ho- 
tel Roanoke, Roanoke, Va 

April 11. Brand Names 
Commodore, New York 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20. American 
Assn., packaging conference, 
City, N. J 

April 19-21. American 
vertising Agencies, 33rd 
tion, The Greenbrier, 
Springs, W. Va 

April 19-21 Canadian Daily 
papers Assn.. annual meeting, 
York Hotel, Toronto 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- | 
Astoria, New York 

April 28-29. Mail Advertising Service , 
Assn., seven-state conference, Cleveland 

April 29-May 2. National Newspaper | 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C 

May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago 

May 16-19. Associated Business 
lications, annual conference, The 
stead, Hot Springs, Va 


Day, Hotel 


Management 
Atlantic 


Assn 
annual 
White 


of Ad- 
conven- 
Sulphur 


News- 
Royal 


Pub- | 
Home- | 


May 17-18. Public Utilities Advertising | 
Assn., annual convention, Hotel New 
Yorker, New York. | 

May 21-22. Inland Daily Press Assn., | 


spring meeting, Congress Hotel, Chicago 
May 28-29. National Assn. of Magazine | 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa | 
May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto 


May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 1-3. National Business Publica- | 


tions, spring meeting, The Homestead, Hot 
Springs, Va | 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, | 
Conn. | 

*June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel 
Berkeley 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- | 
tan Hotel, Denver. 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial 
vertisers Assn . annual conference, 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3lst annual 
convention, Mount Royal Hotel, Montreal, 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver | 

July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 

Sept. 5-8 National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor New 
York 


PATERSON | 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 
In 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 


the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


Ad- | 
Wal- 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll centers 
— GET OUR CITY ZONE FOLDER — 


Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 


Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept. 28-29. Continental 
Agency Network, 19th 
Philadelphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 


Advertising 
annual meeting. 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 13-16. Mail Advertising Service 
Assn 30th annual convention, Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- | 
tribution, 23rd annual forum, Hotel Stat- | 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago 

Oct 15-16 Agricultural Publishers 
Assn., annual meeting, Chicago } 

Oct. 17-19 Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee | 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 


Nov. 12-15. Financial Public 
Assn., annual convention 
Beach Hotel, Hollywood, Fla 
December ‘date not yet set) 
Marketing Assn., 
tel Kenmore, Boston. 


Relations 
Hollywood 


American 
winter conference, Ho- 


57 
Has 268,000 TV Sets Sterling Paint to Neilly 


Union Electric Co. of Missouri Sterling Paint & Varnish Co., 
reports there were 268.000 TV sets| Walden, Mass., has appointed R 
installed in the KSD-TV, St. Louis,’ Neilly Associates, Boothbay Har- 
area as of March 1. bor, Me., as its agency. 


ADVERTISERS: 


Have you considered putting your costly TV 
commercials to work in theatres? It can pay big 
dividends because you can either — 

1. Intensify your coverage of TV markets or 

2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 


There are 14,750 theatres available in almost all markets, 


large and small, on a completely selective 


theatre-by-theatre basis. 


They have 7,450,000 seats, 


giving you a total audience of 40,000,000! 


You can reach this greatly increased market at a 

low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 


The Movie Advertising 


Bureau handles all details of 


theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 


scheduled. 


Dig into this proposition thoroughly, or ask your 
advertising agency to do so. We will prepare theatre 


coverage plans for you 


without cost or obligation. 


Write, wire or phone our nearest office for 
complete information. 


THIS IS LOYAL PHILLIPS — (General Manager) 
Loyal Phillips is General Manager of 
THE FASTEST GROWING NEWSPAPER 
IN UNITED STATES—THE LAKE CHARLES, 
LOUISIANA, SOUTHWEST CITIZEN 


Starting from “scratch” on August 14, 1949, the Sunday Southwest Citizen 
gained leadership in local, general and classified advertising and the daily 
Citizen is right up there too. Lake Charles is the 4th market in Louisiana. 
Schedule your advertising in the growing newspaper, the Southwest Citizen, 


represented by the 
WARD-GRIFFITH CO. 


With Offices In All Principal Advertising Centers 


Show 

your 

film | 
commercials 

to 

40,000,000 
moviegoers! 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
NATIONAL OFFICES KANSAS CITY: 2449 CHARLOTTE ST. @ 


CLEVELAND: 526 SUPERIORN.E. © SAN FRANCISCO: 821 MARKET ST. 
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Mi = FTC Cost Study in 1919 Credited with 
| Spurring Food Chains to Modernization 


New York, March 13—Modern 
methods of food distribution rose 
from a government mandate in 
1919 and matured under a govern- 
ment attack from 1935 to 1939, 
John A. Logan, president of the 
National Assn. of Food Chains, to- 


x PEORIA 


‘ ILLINOIS 
f Buying Center For The Rich 13 County 
‘ PEORIArea Market Blanketed With 


? THE PEORIA JOURNAL STAR 

1. First metropolitan market in 
Illinois (except Chicago). 

2. Metropolitan pop. 250,000. 

3. “Best TEST newspaper in U.S.” 

4. Per capita income—51% above 
Nat'l Ave. 

SEND FOR “PEORIAREA FACTS FOR FIFTY FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

centers 


if all principal advertising 
— GET OUR CITY ZONE FOLDER — 


day told the Sales Executives Club 
of New York. 

In 1919, he said, the Federal 
Trade Commission, then “a young 
and virile’ agency, released the 
findings of a two-year study of 
'food distribution that revealed 
| “costs were unnecessarily high.” 
| Accepting the challenge, Mr. 
'Logan said, the food chains 
streamlined their operations and 
cut costs by inaugurating such ex- 
pedients as self-service. 
“Opposition sprang up quickly,” 
he said. “Wholesale grocers ob- 
jected to chains buying direct from 
| manufacturers, and numerous re- 


tail grocers who hoped to maintain | 


the status quo and thus deny the 
public the benefits of competition 
attacked the new system as an ‘oc- 
tepus.’ 


e “Soon these 


| objectors were joined by oppor- 


generally honest 


Magazine Linage Trend Figures in Thousands 


Advertising Age, March 19, 1951 
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tunists who saw a new ‘whipping 
boy.’ The champions of the old 
order didn’t realize how they were 
to advance under the new system 
of distribution. 

“The chains didn’t give away 
food,” Mr. Logan pointed out, “but 
they operated on a basic principle 


| that has characterized the industry 


from the start, namely, small mar- 
gins, fast turnover, large volume. 

“This was a new and different 
principle of merchandising. It has 
succeeded. People liked it and said 
so at the cash registers. 

“Other retailers and whole- 
salers soon followed the example, 
so the public benefited all the 
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Because 
more and more 


leading exporters 


are taking advantage of 


Li cE International's 


advertising values, 
Ist quarter linage 
(January thro’ March) 


is 16% ahead 


of the same IQ50 period 


# 


For full details, write for your copy of “How to 
Take the Guess Out of the Future”: LIFE Inter- 


national, 9 Rockefeller Plaza, New York 20, N. Y. 


more. Voluntary groups and retail- 
er-owned wholesale cooperatives 
following the chains’ pattern of 
merchandising have performed a 
remarkable public service by put- 
ting independent food retailers, 
thousands of them, in a prosper- 
ous competitive position. 

“In a dynamic, progressive econ- 
omy,” Mr. Logan added, “there is 
no place for monopolistic restraint, 
whether such power rests with 


| business or government.” 


He warned against accepting the 


| philosophy of a controlled econ- 


omy as a means to a profitable 
end, even though controls may be 
necessary in emergencies. 


Scott to Sell TV Console 
to One Person Per City 

Scott Radio Laboratories Inc., 
| Chicago, will introduce an added 
25th anniversary line about June 
1, a feature of which will be a 
TV-radio-phonograph combina- 
tion that will be sold to only one 
| person in each city. Called Scott 
| Limited Editions, the sets will 
head the anniversary line of both 
|TV sets and radio-phonograph 
combinations in which the lowest- 
| price units will be in the $1,000 
| bracket. The Limited Edition will 
sell for about $2,000, Scott said. 


DC&S Ups Shenfield: Names 


| Clittord as President 
Doherty, Clifford & Shenfield, 
New York, has elected Lawrence 
L. Shenfield, president since the 
formation of the agency in 1944, 
| to the position of chairman of the 
board. Donald K. Clifford, former- 
| ly vice-president and also one of 


the agency's founders, has been 
named president. Nelson O. 
Argueso, previously assistant 


treasurer, has been elected treas- 
urer. 


| 

To National Dairy Council 

| Bronte H. Leicht, head informa- 
tion man for the American Farm 
Bureau Federation in Washington, 
has joined National Dairy Coun- 
cil, Chicago, as director of a new 
department of information ser- 
vice. He will be in charge of pub- 
licity services to newspapers, ra- 
dio and television stations, mag- 
azines and trade press. He also 
will serve as editor of the “Dairy 
Councilor,” a quarterly publica- 
tion of the council. 


Appoints Allen Agency 

Allen Advertising Agency, Chi- 
cago, has been named to handle 
the advertising of Pure Frozen 
Lemon Juice Corp. of America, 
Chicago. A campaign for Nilcar 
| brand pure frozen lemon juice has 
' been launched, using radio and 
television supplemented by dealer 
help material in six major market 
areas. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Bianketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 58,000 pop. 
2. Buying center for the Thumb 
and River District. 
9. Diversified Industry & Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal 
— GET OUR 
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CITY ZONE FOLDER — 
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February Advertising Pages and Linage in National Magazines 


Weeklies, Bi-Weeklies, Semi-Monthiies 


*Capper's Weekly .... 


*Christian Advocate 263 
Collier's 123.5 
Cue . 99.5 
Grit 17.2 
Life 294.5 
: 122.8 
New Yorker 248.3 
eee 1915 
Pathfinder 412 
Saturday Evening Post ...... 280.3 
*Saturday Review of 
PD aséesseaces 42.7 
*Sporting News 17.3 
WER cccccccess 4 
U. S. News & World 
aunens 118.8 
Total Group 1,887.7 
’ 
Women's 
z*Everywoman's 
“Family Circle 
Good Housekeeping 1 
*Holland’s Magazine 
Household . 
Ladies’ Home Journal 1 
McCall's Magazine 
Parents’ Magazine 
Seventeen 


Today's Woman 

"Western Family 
Southwest Edition 
2No. Calif. Edition 
Northwest Edition . 

‘Woman's Day 

Woman's Home Companion 
Total Group . 

Not included in totals. 

lication with September 1950 issue. 


General 


Bauses eexEeeben 
VueoSo SONUNUNF SO 


*American Forests 12.6 97 25.0 19.0 5,292 
American Legion 16.0 16.4 29.7 314 6.723 
— Magazine 32.3 37.1 53.4 60.1 13,578 
Argos: 16.2 129 25.5 22.4 6,949 
Atlantic Monthly 19.5 16.7 35.6 29.0 8,183 
"Christian Herald 44.2 47.8 82.9 82.0 18,947 
*Columb.a 7.6 8.0 13.1 16.0 5,173 
Coronet . 25.0 18.0 38.0 27.0 4,550 
Cosmopolitan 37.3 50.4 716 83.9 15,983 
*Eagle Magazine 42 49 7 91 1,757 
= Ebony ag4 37.8 96.8 75.2 32,893 
Elks Magazine 84 10.4 16.2 15.1 3,576 
Esquire .. 33.0 27.3 96.4 88.6 22,440 
* Extension 25.9 28.5 42.1 52.5 17,829 
Gourmet 32.0 30.9 53.2 53.0 13,740 
"Grade Teacher 42.1 31.0 57.0 48.7 587 
Harper's Magazine 15.7 22.0 28.4 %1 6,599 
Holiday . 47.3 49.0 86.1 84.3 32,117 
*Improvement Era 25.1 215 47.1 422 10,785 
*Instructor 26.2 27.6 35.2 49.0 17,902 
*Motor Boating 59.5 66.0 222.1 236.7 34,986 
National Geographic 35.3 48 60.8 63.1 8.390 
*Our World 24.3 25.4 411 46.0 16,546 
* Promenade 17.9 16.8 38.0 43.4 7,683 
Redbook Magazine 25.5 20.9 43.3 35.5 10,943 
$*Rotarian . 7.2 5.6 12.3 10.0 3,024 
t*See 12.8 8.9 128 89 8.610 
*Sport 3.7 6.9 5.7 12.0 1,601 
Town & Country 87.1 49.6 127.5 87.4 49 
True 27.6 31.6 40.8 45.2 11,826 
*Yachting 53.9 65.4 197.1 209.9 31,693 
Total Group 873.8 8418 1.7419 "1,722.7 457,404 
SLarger page size (429 lines) in 1950. tJanuary-February issues combined. 
Home 
American Home . 56.1 51.7 97.2 86.5 471 
Better Homes & Garde..s 128.7 112.9 190.9 174.9 81,331 
House Beautiful ... 77.0 72.1 117.4 105.7 48,649 
House & Garden . 53.3 60.6 93.2 105.1 35,627 
Stliving . 28.3 22.2 44.7 22.2 17,879 
Sunset Magazine uae 52.0 120.5 88.0 30,905 
Total Group 343.3 619.2 560.2 229,983 
Not included in totals. }No January 180 issue. 
Fashion 
Charm 76.8 63.0 122.4 98.4 32,950 
Glamour 120.3 92.3 183.0 133.6 51,613 
Harper's Bavaar 128.8 103.6 225.0 169.9 81,387 
Mademoiselle 117.0 96.5 165.9 157.3 50,211 
Vogue 222.3 190.6 330.7 280.6 140,457 
Total Group 665.2 546.0 1,027.0 839.8 356,618 
Movie-Romance-Radio 
Dell Modern Group 26.4 28.6 31 40.0 11,290 
=0-Modern Romances 38.0 415 53.6 57.4 268 
=D-Modern Screen 34.6 3.2 49.8 58.3 14,816 
2D-Screen Storves 33.5 32.7 47.8 52.6 14,327 
Fawcett Women's Group 29.1 29.4 37.4 42.3 12,470 
Fawcett Screen Unit 6.1 5.3 112 11.3 2.630 
=F-Motion Picture 35.9 35.3 49.5 54.3 15,416 
=F -Movie Story Magazine 35.2 34.7 48.6 536 15,114 
=F-True Confessions 46.8 49.4 65.2 70.9 20,078 
Hillman Women's Group 12.0 16.5 20.5 _ 25.2 5.184 
Hillman Mowe Group 7.8 5.5 119 13.8 3,351 
Ideal Women’s Group . 17.8 16.1 26.5 24.4 7,640 
Ideal Movie Group 6.6 6.6 12.8 13.7 2,830 
Ideal Romance Group 13.7 12.6 17.3 19.3 5,895 
I-Personal Romances 16 6.9 19 71 €71 
Screenland Unit . 29.7 22.4 47.1 39.5 12,748 
*Secrets Romance Group 
2S-Revealing Romances 20.0 -— —_ —— 8, 
S-Secrets 27.8 24.9 38.5 35.0 11,935 
True Story Women's Group 27.8 21.7 413 35.6 1,889 
=T-Photoplay “ 40.7 35.5 61.0 59.7 17,422 
=T-Radio & Telev.sion Mirror 311 27.3 46.1 428 13,293 
=T-True Experiences ... 32.3 29.8 47.1 46.3 3,828 
=T-True Love Stories 32.5 28.9 47.9 445 3,908 
=T-True Romance 49 33.7 51.2 50.8 14,947 
=T-True Story 36.1 57.8 84.6 92.9 24,034 
Total Group 206.4 196.5 302.5 307.2 88,533 


Not included in totals. 
NOTE: Figures for each 


Feb. dan. -Feb. 
1950 1951 
7.2 8&3 
211 53.5 
111s 205.1 
70.8 174.6 
215 35.5 
268.0 518.3 
116.4 213.7 
244.8 447.6 
197.5 405.4 
416 63.3 
290.2 $37.1 
51.1 108.1 
18.6 40.4 
256.4 521.0 
101.1 201.9 

1,817.8 3,533.8 

—_ 53.0 
50.3 96.6 
116.9 194.8 
26.1 448 
60.7 89.2 
1112 169.3 
75.1 118.9 
55.5 95.2 
1015 149.4 
48.9 92.3 
35.9 76.4 
— 66.1 
31.3 73.6 
66.6 124.0 
78.4 128.0 
858.4 1,452.5 


“Started qubiaction with January 1951 issue 


Publications with an 


dan. -Feb. 

1950 
114 9,746 
39.0 10,874 
199.7 83,949 
147.0 42,674 
419 18,042 
489.7 200.145 
204.0 83,472 
445.4 106,535 
%18 80,317 
73.3 17,312 
529.7 190,534 
92.7 18,309 
35.3 18,814 
S013 108,907 
1734 49.834 
3,345.6 1,039,464 
—_ 9,437 
83.9 26,301 
179.6 56,062 
38.5 12,751 
87.3 25,043 
176.0 68,814 
119.8 50,648 
89.1 25,115 
153.1 62,557 
73.4 327 
59.4 19,251 
— 34 
53.2 18,468 
107.6 32,352 
126.7 54,715 
1,347.6 478,404 


issue. "See note at end of linage tabulation. « 


as a whole PLUS additional advertising carried by each individual publication. 
Business 
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129,864 


Publication in the Dell, Fawcett and True Story groups include all advertising carried by the groups 


ang 
59 
* 
Ofticial Figures as Compiled by Publishers’ Information Bureau 
* report directly to ApveRTISING AGE 
~ Pages . ee 
Jan-Feb. Feb. Fed. Jan-Feb. Jan-Feb. Feb Feb. Jan-Feb. Jan-Feb. 
1950 1951 1950 1951 l 1951 1950 I 1950 
Senior Prom . 19.1 17.5 318 304 868166 7,510 13,635 13,011 
25,450 | Total Group 90.3 72.3 1478 1230 642,718 34,264 08 WB 56,716 
383% | Outdoor & Sports 
63.088 | *American Rifleman 40.0 431 79.2 86.0 17.175 18,503 33.993 36.900 
43.950 | Field & Stream 594 63.5 94.0 938 25.473 27,255 40,322 272 
332.82] | *Fur-Fish-Game 20.5 22.8 410 455 8.779 9.759 17.555 19,481 
138,563 St*Hunting & Fishing 25.7 — 25.7 — 11017 a 11,017 
190,926 | Outdoor Life 52.0 49.5 85.5 76.0 22,306 21,318 %.685 668 
151.795 | Sports Afield 52.1 47.1 83.2 80.5 22.354 20,221 35.704 34,531 
31,511 Total Group 2240 226.0 382.9 3818 96,087 97,056 164,259 163,852 
112 Not included in totals. {Combined with Outdoorsman effective February 1951 issue. 
39,797 | Science & Mechanics 
38,228 | Mechanix Illustrated 80.7 79.6 146.8 150.9 18077 17,841 32,883 33,801 
210,384 lar Mechanics 148.7 149.5 274.9 283.4 33,306 33,488 61,572 63,472 
*Popular Science 129.3 137.8 251.8 269.8 28,959 30,862 56,399 40 
thine Total Group 358.7 3669 6735 704.1 ~ 80,342 ~ 82,191 ~ 150,854 157,703 
Detective & Fiction 
*Ace Fiction Group 28 43 4s 64 626 970 1,063 1,450 
Deli Men's Group 27.7 26.8 40.4 40.1 11897 11,535 17,374 17.263 
35,952 *Macfadden Men's Group 14.3 12.9 20.7 20.9 6.117 5,473 6.854 8.901 
76.841 | *Popular Fiction Group 22.8 10.4 37.6 22.1 5,103 2,324 8.412 4954 
505 | *Thrilling Fiction Group 13.3 13.9 23.1 27.3 2,968 3,124 5,165 6.129 
37,235 Total Group 80.9 683 126.6 1168 26,711 ~ 23.426 40 868 38.697 
119,703 
s1.450 | Farm 
38.139 | Capper's Farmer .. $1.1 58.8 89.1 96.0 34699 39,943 60,621 65,257 
104,104 | Country Gentleman 919 108.3 165.7 180.0 62,537 73,668 112,764 122,492 
31,478 | Farm Journal 1044 861104 170.5 177.8 44,778 47,304 73,095 76,209 
Farm & Ranch with Southern 
25,463 Agriculturist 463 548 79.7 87.7 31,497 40,806 54,314 63,278 
Progressive Farmer 89.8 99.2 151.8 158.4 61,119 67,582 103,337 107,878 
22,804 | Successful Farming 1056 1086 172.0 176.5 47,533 48,868 77,399 79,421 
46,074 Total Group 489.1 ~ 540.1 828.8 876.4 282.163 318,171 481,530 514,535 
ree tSee note at end of linage tabulation. 
Started pub- | Magazine Sections (I) 
(Nationally distributed 
with Sunday newspapers) 
American Weekly 48.1 65.2 90.2 1206 47,954 64,962 89,957 120,213 
2. Parade 438 37.4 76.2 712 37,165 31,738 64.630 60.4 
13.199 | This Week Magazine 68.9 61.3 118.7 110.1 58482 52,131 100,759 93, 
25.228 Total Group 1608 1639 285.1 301.9 143,601 148.851 255, 346 274, 
12.159 | Magazine Sections (II) 
35,178 | (All other magazine sections) 
10,865 | First 3 Markets Group 31.9 345 S41 56.9 31875 34,450 53,925 57.18 
4,914 | W. Y. Herald Tribune- 
35,976 This Week 28.4 31.5 53.5 545 24,005 26,775 45,345 46, 
3,794 | WN. Y. Mirror Magazine 394 49.2 74.7 98.1 395 = 49,133 74,582 8, 
51,130 | New York Times Magazine 1538 1125 242.8 216.0 130,744 95,617 206,344 183, 
6,473 | Puck-the Comic Weekly 16.2 15.9 31.0 32.3 31,104 30,474 59.350 61, 
= Total Group 269.7 2436 456.1 457.8 257.123 236.449 439.546 446 8 
22703 Ail figures in the following groups were compiled by Advertising Age 
iis | Comics Magazines 
American Comics Group: 
oh (Total 2 Units) .. 10.0 25 10.0 25 3,780 945 3,780 4S 
33,489 Unit A 5.0 — 5.0 — 1.890 _ 1.890 —_-= 
139.172 #Unit B 5.0 —_ 5.0 —_ 1,890 — 1,890 ——— 
4 ‘Archie Comics 7.5 65 7.5 65 2835 2.457 2.835 2.457 
31.231 Fawcett Comics Group 39 37 78 12.2 1478 iw 2.954 4, 
18.609 Harvey Comics Group 82 61 82 61 3,100 2,305 3.100 2. 
15.230 | Lev Gleason Publications 1g 9.3 23.7 182 4,480 3,517 6.938 68 
4,303 ‘Marvel Comics Group: 
6.006 (Total 3 Units) 33.0 29.0 33.0 29.0 12.474 10,962 12,474 10 
5.138 #Red Unit .. 110 9.0 110 90 864,158 3,402 4,158 3, 
646 ZBlue Unit 11.0 10.0 110 10.0 864,158 3,789 4,158 3, 
19.432 Yellow Unit 1L0 10.0 1L0 100 4,158 3,780 4.158 3, 
123,421 | National Comics Group 
317.31 (Total 2 Units) 110 75 240 19.0 4,158 2.835 9,072 laa 
G zRed Unit 65 43 13.5 106 = 2,457 1,607 5,103 39 
Blue Unit .. 45 3.3 10.5 86 1,701 1,229 3.969 2814 
Standard Comics Group 3.3 40 a8 95 1,260 1,512 3,339 3.59% 
54.770 Total Group 3.1 24.5 643 589 11,376 9,255 24,303 22,249 
110.665 Not included in totals. ‘January-February issues combined. “Units A and 8 were comeined during 1950. : 
a Canadian National Weebend Howapapers (Rotogravure Linage) ; 
14.013 | a Patrie ... 2.880 5.899 62.211 49,105 
6. La Presse ase 2s 33 sae a5.686 2 47 73,638 58,573 
- Standard 41.7 38.1 688 615 41,705 38,095 68.817 61,476 
335,521 | Star Weekly 64.8 51.2 113.7 91.9 61601 48,640 108,089 87,309 
Total Group . 195.0 147.7 318.2 261.1 191,832 145,105 312,755 256,465 
_— Canadian 
57. Canadian Home Journal . 35.2 27.9 70.3 47.3 23,924 19,000 47,773 32,218 
107 384 tCanadian Homes & Gardens 31.3 27.3 57.5 348 21,258 18,365 39.103 3874 
67.520 | Chatelaine 31.6 30.9 619 49.7 21,508 21,001 42,097 33,809 
177'251 | Maclean's 468 441 77.7 72.9 31,855 982 52.882 49,538 
. {Mayfair 43.1 356 100.4 106.6 29,304 23,921 68,237 71,665 
451,700 Reader's Digest 
English Edition 56.0 47.0 84.5 725 10,192 6.554 15,373 13,195 
French Edition 56.0 50.0 85.0 77.0 10,192 9,100 15,470 14.014 
19.036 | Revwwe Moderne ... 26.0 184 40.5 30.0 17, 12,479 27,541 20,34 
4.589 | Revue Populaire, La 28.1 20.5 414 321 19657 4 28.944 22, 
24967 | Samedi ....... 30.2 24.2 51.7 435 21165 16,921 36,191 30,433 
22'549 | Saturday Night . 83.1 78.5 144.9 1588 56.539 53,391 98,561 108,018 
18.123 | Time-Canadian 119.5 72.8 206.7 138.6 50.190 30,590 86.800 58. 
4, Total Group 586.9 4772 1,022.5 883.8 313,473 257.672 558,972 490,851 
ty 4 tSmatier page size (672 lines) in 1950. 
30.419 | Foreign 
10.865 | Life International . 339 185 85.8 48.8 23,035 12,580 58,310 33,150 
919 | Newsweek-European 243 ©6285 49.8 56.3 10220 11968 20.928 23.656 
0.485 | Newsweek-Pacific 62.0 51.7 131.7 1114 26,040 =. 21,700 55.300 46,760 
5.903 Reader's Digest: 
by} Australian 29.0 250 54.0 49.0 5.278 4,550 9.828 8,918 
0 #'British .. “0 — 64.0 — 6,324 — 11.889 
965 “Caribbean 590 430 1040 80.0 10,738 7,826 18.928 14,540 
Danish 12.0 5.0 21.0 10.0 2,040 850 3.567 1.698 
14.995 Finnish 6.0 40 1L0 7.0 1,056 744 1.984 1,300 
15.268 French (Belgium) 38.0 32.0 88.0 68.0 6,650 5.600 15.400 11,900 
25631 French (Intercontinental) 26.0 32.0 52.0 56.0 4,550 5.600 9,100 9.800 
3 394 French (Paris) ....... 50.0 48.0 92.0 8.0 8,750 8.400 16,100 15,400 
19°885 French (Provincial) 50.0 48.0 92.0 96.0 8,750 8,400 16,100 16,800 
191094 French (Swiss) 26.0 20.0 44.0 3.0 4,550 3.500 7,700 6,300 
21.799 German (Germany) 19.0 29.0 37.0 520 3,458 5,278 6.734 9 464 
826 German (Swiss) 22.0 20.0 40.0 36.0 4,004 3,640 7,280 6,552 
: Italian .... 26.0 13.0 54.0 30.0 4,472 2.236 9.274 8.067 
133,701 Japanese . 11.0 7.0 23.0 140 = 1.848 1.176 3 B64 2,352 
# ‘Japanese Troop 22.0 — 4.0 ae 4.004 — 6,188 
Mexican o 58.5 43.0 110.0 80.0 10,647 7.826 20.020 14,540 
#'New Zealand 15.0 — 23.0 — 2,730 — 4.186 
Norwegian ...... 14.0 2.0 23.0 7.0 2,380 340 3,907 1.188 
Portuguese 63.0 56.0 129.5 96.0 11,025 9.800 22,663 16.800 
557.4 141,772 33,866 South African 39.0 32.0 79.0 67.0 6,981 5.728 14.121 11,976 
75.6 20,211 31,718 "Southern Hem 37.0 43.0 7L0 800 67¢§@ 7,826 12.922 14,540 
719 10,549 30,174 Spanish (Argentine) 73.0 53.0 142.0 103.0 13,286 9 646 25.844 18,746 
177.3 72,048 112.022 c se 23.0 12.0 425 210 4,278 2,232 7895 3,896 
145.1 57,057 89,382 Time-Atlantic .. 412 32.5 83.2 66.0 17,290 13,650 4.930 29,190 
611 13,141 26.147 Time-Latin American 70.8 60.5 142.6 123.7 29.7530 25.410 59.920 51.940 
— = Time-Pacific %6.3 29.0 70.8 555 15.260 12,180 29,750 _—-.23,310 
1,088.4 314,778 523,309 Total Group 950.0 ~ 787.7 872.9 ~ 1,537.7 243,070 198,686 ~ 492,369 402.783 
Not included in totals. ‘British, Japanese Troop and New Zealand editions were not lished in February 1950. ‘The 
1950 figures Caribbean, Mexican and Southern Hemisphere editions are prior to the Spanish-split, when these three editions 
24.6 9,529 . were lasmpeaes in Spanish 22 
17.1 «11,356 11,632 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
3.3 1110 1,425 is reduced by application of a ratio figure to each advertisement; this ratio is t —y- of the particular edition 
14 Pr 6,046 crestation of the sagasinn. For example 
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15%, of the total circulation of the magazine, it 


page advertisement appears in an 
is coated tothe tata as 15 pages. 
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1,964 Companies 
Listed in LNA 
Annual Report 


‘AA’ Analysis Shows 
How Leading Advertisers 
Apportion Their Funds 


New York, March 13—Leading 
National Advertisers Inc. has be- 
gun distributing “National Adver- 
tising Investments in 1950,” de- 
tailing expenditures of 1,964 ad- 
vertisers in magazines, farm mag- 
azines, newspaper magazine sec- 
tions, network radio and TV. These 
1,964 advertisers are those spend- 
ing $25,000 or more in these media, 
and detailed expenditures—medi- 
um by medium—are shown for 5,- 
622 products and services. 

The analysis of media used 
shows that 1,893 advertisers used 
magazines, 585 magazine sections, 
201 network radio, and 163 net- 
work television. 


es Magazines carried $419,556,374; 
magazine sections, $60,679,407; net- 
work radio, $183,169,118; and net- 
~work TV, $40,573,801. The total 
expenditure reported is $703,978,- 
+700 
Copies of the book are being sent 
Sto all companies listed in it, and 
tto agency subscribers to LNA’s 
}bound volume of Publishers’ Infor- 
mation Bureau reports. Additional 
copies may be secured by adver- 
tisers and agencies from Leading 
pNational Advertisers, 441 Lexing- 
ton Ave., New York 17. 


LNA's figures on the expendi- 
dures of the 100 leading advertisers | 


Were published by AA Feb. 26 by 
@rrangement with Magazine Ad- 
Wertising Bureau, which also re- 
pased for publication the figures 


of the second 100 on this page. 

* Apvertisinc AGe’s adjoining 
fabies analyzing the data show that 
the 200 leading advertisers account 
for 92.2% of all billings by the 
four national radio networks and 
67.2% of the billings of the ABC, 
CBS and NBC television networks 
They also account for more than 
@hree-fourths of the advertising 
volume of newspaper magazine 
sections and more than half of all 
advertising in general magazines 


Advertising Age, March 19, 1951 


The Second 100 Leading Magazine and Broadcast Advertisers of 1950 


101st to 200th Top Advertisers, Ranked for 1950, Based on the Compilation of Leading National Advertisers Inc. for the Magazine 
Advertising Bureau 


| 
| (These figures supplement those published by ApverTISING AGE Feb, 26 which showed expenditures in the same five media for the first 100 
leading advertisers last year. Measured by LNA were 85 magazines, 6 farm magazines, 4 radio and 3 TV networks, 8 magazine sections.) 


Sun Oil Co 

Singer Mfg. Co. 

Serutan Co. 

International Latex Corp. 

| Pet Milk Co. 

| Canada Dry Ginger Ale Inc. 
| U. S. Government 
International Shoe Co. 
Lewis Howe Co. 

Union Carbide & Carbon Corp 
Emerson Drug Co. 

U. S. Rubber Co. 

Rexall Drug Inc. 

Green Giant Co. (1) 
Ralston Purina Co. 

E. R. Squibb & Sons 
Zenith Radio Corp 
Simmons Co. 
Sherwin-Williams Co 
Kaiser Frazer Corp 

Anchor Hocking Glass Corp 
U. S. Tobacco Co. 
Sunshine Biscuits Inc. 

U. S. Brewers Foundation 
Loews Inc 

Allis Chalmers Mfg. Co 
Glenmore Distilleries 

Mars Inc 

Park & Tilford Ine 
Wander Co 

Campana Corp 

Gerber Products Co. . 
Wesson Oi! & Snowdrifi Co. 
Packard Motor Car Co. 
Pullman Co. . 

Hunt Foods Inc. 

Hudson Motor Car Co. 
Ethyl Corp. (2) 


Nepera Chemical Co. (3) 
Borg-Warner Corp. 

Lutheran Church—Missouri Synod 
Seeman Brothers Inc. 

Gospe! Broadcasting Assn. 
Sunbeam Corp. ..... 

Celanese Corp. of America 
Mohawk Carpet Mills Inc. 
Alexander Smith & Sons Carpet Co 
Mennen Co. : 
Brown-Forman Distillers Corp. 
Carter Products Inc. 

Safeway Stores Inc 

Glidden Co. The 

Botany Mills Inc 

Dow Chemical Co 

General Aniline & Film Corp. 
Remington Rand Inc. 

Hall Brothers Inc. 
J. B. Williams Co. .. 
Continental Baking Co. 
Atlantis Sales Corp 

Cities Service Co. 

Tampax Inc. . 

Yardley of London Inc 
American Airlines Inc. 
Willys-Overland Motors Inc. 
Phillips, Jones, Corp 
Bigelow-Sanford Carpet Co. 
Pittsburgh Plate Glass Co. 
Walter J. Black, Inc. 
Noxema Chemical Co. 
Schick Inc. 

Greyhound Corp 

Grove Laboratories Inc. 
Parker Pen Co. 


The 20 largest advertisers listed 
Feb. 26 put substantially more of 
their ad funds into radio than in 
the other media measured by LNA, 
while the second 100 leaders put 


50% more into general magazines 
than in the other four media com- | 
bined. 


' 
e The breakdown shows that the 
top 20, top 100 and all 200 leaders, 


as groups, each put about the same 
percentages of their funds into 
farm magazines (3.1% to 3.62% 

into magazine sections (9.58% to 


10.91° and network TV (6.23% 
to 7.46%). 

The breakdown also points up 
the fact that the figures published 
Feb. 26 and today on the expendi- 
tures of the 200 leading advertisers 
account for seven-tenths of all 
money spent by all $25,000-plus 
advertisers in the media measured 
by LNA. 


W. A. Sheaffer Pen Co. 

Florida Citrus Commission 
International Nickel Co. of Canada 
Standard Oil Co. (Cal) . : 
Mullins Mfg. Corp. 

William H. Wise & Co. 


| Pan American World Airways 


American Safety Razor Corp. 
Nancy Sasser Inc. 

Nestle Co. 

Twentieth Century- Fox Film ‘Corp. 
General Time Corp. 


| American Iron & Steel Institute 


Shulton Ine. 
Cream of Wheat Corp. 
Fels & Co. . 
Elgin National Watch Co. 
General Tire & Rubber Co. 
American Cyanamid Co. 
Pure Oil Co. . 

Peter Paul Inc. 


Allen B. DuMont Laboratories Inc. . 


Miller Brewing Co. 
Pan American Coffee Bureau 
Max Factor & Co. . 

Total . 


(1) Green Giant Co 


American Radiator & Standard Sanitary Corp. 


1949 1950 General 
Total Total Magazines Farm Total 
$ 1,154,390 $ 1,277,911 $ 34,759 — $ 34,759 
.200 1,274,220 1,036,520 122,700 1,159,220 
911,666 1,260,348 — —_— — 
709,245 1,257,694 1,097,696 — 1,097,696 
1,208,224 1,248,860 — — a 
836.466 1,230,022 779,461 — 779,461 
1,706,220 1,222,748 757,515 43,450 800,965 
1,523,329 1,208,698 720.689 87,614 808,303 
1,150,687 1,203,577 341,020 23,532 364,552 
1,536,472 1,199,803 949,464 108,636 1,058,100 
1,163,713 1,172,004 155,092 155,092 
929,351 1,171,545 1,009,972 161,122 1,171,094 
927,032 1,158,654 327,858 45,900 373,758 
1,519,530 1,153,782 633,966 — 633.966 
1,348,946 1,148,647 40,497 115,791 156,288 
1,183,423 1,137,451 782.660 61,325 843,985 
896,734 1,136,745 1,059,486 74,742 1,134,228 
1,147,655 1,131,169 918,789 44,500 963,289 
698,500 1,116,015 791,350 48,225 839,575 
1,496,352 1,110,455 824,060 39,300 863,360 
— 1,057,913 — — —_— 
785,477 1,038,684 an — — 
1,038,103 1,020,236 633,181 — 633,181 
1,037,243 1,016,495 1.016.495 — 1,016,495 
1,148,129 1,008,779 891.704 <0 891,704 
999,567 981,666 405,783 133,775 539,558 
1,062,715 974,084 974,084 — 974,084 
1,578,761 964,897 144,154 —- 144,154 
986.270 942,560 845,188 —_— 845,188 
1,008,056 939,939 371,305 — 371,305 
960,700 937,854 439,745 _— 439,745 
862,223 936,707 587,780 — 587,780 
726,811 933,576 516,081 24,850 540,931 
734,694 930,629 513,818 — 513,818 
687,130 928.407 928,407 —_— 928,407 
828,715 909,621 431,736 —_— 431,736 
601.191 904,680 694,615 56,600 751,215 
(864,915) 901,222 842,722 58,500 901,222 
792,627 893,288 785,288 108,000 893,288 
171,640 892,741 342,080 61,800 403,880 
913,883 891,772 832,837 58,935 891,772 
534,074 890,269 — —_ — 
845.610 888.776 78,300 — 78,300 
Y 870,831 — — 
823,228 868. 862,339 5.960 868,299 
749,837 860,353 837,358 — 837,358 
607,310 859,343 74,197 24,938 99,135 
1,128,380 856,778 795,778 61,000 856,778 
701,285 843,671 579,558 4,494 584,052 
516,260 839,234 839,234 —_— 839,234 
845,740 812,088 126,676 3,640 130,316 
627,039 798,519 751,699 9,600 761,299 
915,263 798,492 637,127 108,350 745,477 
880,545 796,996 681.652 — 681,652 
557,294 793,703 680,282 113,421 793,703 
676,175 791,325 791,325 — 791,325 
431,283 782,700 680,475 — 680,475 
755,570 781,773 98,819 — 98,819 
435,251 779,336 642,906 — 642,906 
798,309 771,534 <— aaah nce 
735,659 771,426 735,062 11,375 746,437 
727,470 767,476 91,957 25,800 117,757 
652,624 764,638 542,990 61,000 603,990 
813,520 753,449 734,320 — 734,320 
834,849 743,187 743,187 — 743,187 
949,631 742,693 538,993 157,700 696,693 
647,520 732,534 730,281 — 730,281 
1,019,736 732,032 537,252 55,250 592,502 
723,810 727,630 677,380 50,250 727,630 
559.509 720,546 288,185 — 288,185 
646.546 719,648 382,092 30,600 412,962 
229,500 713,900 642,440 _— 642,440 
766,712 710,169 631,141 72,500 703,641 
338,460 707,404 61,370 5,196 66,566 
909,894 706.654 532,024 6,500 538,524 
701,169 701,354 495,347 11,076 506,423 
843,847 692,076 560,436 59,025 619,461 
633,525 686,545 493,745 192,800 686,545 
725,595 681,062 384,750 17,636 402,386 
664,908 669,935 627,080 42,855 669,935 
555,904 666,926 92,686 — 92, 
695,364 666,312 651.618 — 651,618 
1,377,274 660,828 388,368 3,900 392.268 
132,493 656,539 656.539 pees 656,539 
591,880 654,230 526,915 56,300 583,215 
297,046 650,239 580,494 comme 580,494 
545,985 650,076 463,350 47,950 511,300 
377,735 648,925 609,925 39,000 648,925 
490,511 647,821 467,387 — 467,387 
613,420 642,004 267,488 12,000 279,488 
629,231 641,648 612,398 29,250 641,648 
694,527 634,420 523,020 42,400 565,420 
577,698 623,760 515,560 108,200 623,760 
534,688 622,296 438,237 184,059 622,296 
609,832 618,381 au 8,285 8,285 
148,246 617,925 207,634 — 207,634 
671,481 617,692 607,957 simate 607,957 
415,731 616,813 355,270 — 355,270 
49,500 613,294 198,825 — 198,825 
354,258 610,020 307,994 — 307,994 
$77,551,195 $86,714,625 $52,517,279 $3,141,607 $55,658,886 


listed in 1949 as Minnesota Valley Canning Co. 


(2) Ethy! Corp. 1949 expenditure ($864,915) included in 1949 General Motors expenditure and 


excluded from total for 1949 


(3) Nepera Chemical Co. listed in 1949 as Pyridium Corp. 


Analysis of Advertisers’ 1950 Expenditures in Five Media 


Based on Advertising Expenditure Data from Leading National Advertisers, Published by Adver- 
tising Age Feb. 26 and in This Issue. 


Total 1950 
Line Group: Expenditure 
1. Top 20 Advertisers $213,040, 390 
2. Top 100 Advertisers 401,654,535 
3. 2nd 100 Advertisers 86,714,625 
4. Top 200 Advertisers 488, 369,160 
5. All Advertisers 703,978,700 
6. % Line 1 of Line 5 30.0 
7. % Line 2 of Line S . 57.1 
8 % Line 3 of Line S .. 12.3 
9. % Line 4 of Lie S ... 69.4 


85 Gen'l € Farm Magazines 
Magazines Magazines Far 
$ 68,722,078 $ 6,609,180 75,331,258 
168,521,678 12,794,904 181,316,582 
52,517,279 3,141,607 55,658,886 
221,038,957 15,936,511 236,975,468 
419,556,374 (Not Reported) 
6. — —— 
40.2 -—— — 
12.5 — — 
52.7 — —_ 


Magazine 
Sections 
$23,240,521 
38,487,251 


Network 
Tv 


$15,104,734 
29,961,127 
5,398,022 
35,359,149 


Magazine Network Network 
Sections Radio Television 
$s — $ 1,043,736 $ 199,416 
115,000 — oe 
177,931 1,018,001 64,416 
81,113 —o 78.885 
— 1,248,860 
127,019 — 323,542 
308,200 113,583 
19,190 — 381,205 
_ 839,025 — 
141,703 — on 
133,328 883,584 — 
451 et — 
— 784,896 — 
216,850 217,526 85,440 
203,625 788,734 a 
293,466 — — 
2,517 a — 
167,880 ao — 
276.440 oe 
247,095 es a 
—_— — 1,057,913 
—_ 643,809 394,875 
387,055 aa — 
117,075 — ‘— 
— 432,200 9,908 
— 389, 431,183 
97,372 a a 
267,345 a 301,289 
290,513 107,696 99,900 
348,927 — — 
392,645 —— — 
135,960 ao 280,851 
477,885 oo — 
— 153,465 
276,074 212,787 — 
— 880,020 10,249 
25,618 685,588 99,270 
—_ 800,084 70,747 
22,995 — — 
— —_ 760,208 
186,143 73,476 —_— 
3,918 625,594 52,260 
_—_ 37,220 — 
23,000 —_ 30,015 
46,653 68,691 — 
102,225 a — 
— 682,954 — 
136,430 a — 
-—— 771,534 oe 
24,989 — oa 
2,253 640,026 7,440 
160,648 — ee 
19,129 a a 
46,000 — — 
2.253 i — 
124,770 oe 14,760 
432,361 ee 
35,440 271,516 — 
71,460 — eS 
— 6,528 — 
197,138 443,700 — 
168,130 —— — 
194,931 ae — 
72,615 oH — 
— 278,676 — 
327,803 246,437 — 
14,694 oe — 
85.875 — 182,685 
6,860 —_— 64,155 
69,745 -—— — 
138,776 — aaa 
112,124 68,310 a 
—— 362,516 oe 
69,000 —e —— 
-—— 610,096 = 
57,150 109,196 243,945 
9,735 a — 
—_— 261,543 — 
103,635 310,834 === 
302,026 — — 
$8,699,181 $16,958,536 $5,398,022 


How the Groups Divided Their Budgets Among the Media 


1,964 

e Com- 

Top 20 Top 100 2nd 100 All 200 panies 

% %o % % % 

Magazines . 32.26 41.97 60.56 59.60 59.7 
Farm Magazines 3.10 3.18 3.62 * . 

Magazine Sections 10.91 9.58 10.03 8.62 8.6 

Network Radio 46.65 37.81 19.56 26.02 26.0 

Network TV . ‘ 7.08 7.46 6.23 5.76 5.7 


*Not reported 


To Reilly, Brown & Willard 
T-Top Co., Salem, Mass., has 
appointed Reilly, Brown & Willard, 
Boston, to handle advertising for 
T-Top table tops. Radio, direct 
mail, newspaper, trade and con- 
sumer advertising will be used. 


John A. Smith & Staff is the pre- 
vious agency. 


| Appoints Gray & Rogers 


Gray & Rogers, Philadelphia, has 
been named to handle the adver- 
tising of Pennsylvania Wine Co., 
Philadelphia distributor of Syl- 
vania Peerless California wines. 
Newspapers, television, trade pub- 
ao and direct mail will be 
used. 


{ ES esas Pane es ares 2 a Aree oa a ee ree a); ee fae Me hs i. “ae eS det! et — MRS hs AS ie Coe etd 
eee ee ll I a ee 
~ 2 ¥ : 4 : zh ae 4 Be x gt oe fae he ee - a a ne 2 ee 

: ~ my *. ; : # e bel ts, aa 
: a < — = ne 
- 
| a 
_ 
: ‘ 
.¢ | 
a | 
+ A : 
o / . : 
. 
_ sais 
ee : 
ae . 
1 
om 
$F Ps | 
— EL ! 
. . { ; 
r Pe ; : 
ie : a | 
a 
ee 
§ PO 
ee 
2 Network 
i Radio | | } 
$ 99,363,877 j 
151,889,575 j 
8,699,181 16,958,536 | 
47,186,432 168,848,111 } 
a 60,679,407 183,169,118 40,573,801 
eae 38.3 54.8 37.2 | 
4 63.4 83.0 73.9 
: 77.7 92.2 87.2 
ti 
2 i 
x . . , 
ae at «és : : 4 
ght rs i. e Dy. Grea oem se Lon epee v1 ae Bhs eee’ ae i es) a eo poe Bt, wg nee “as ae } ee a eo ee oS a ae hes ae ale erst ae #3 


Advertising Age, March 19, 1951 


| Leftwich Leaves Y&R 
|. Ed Leftwich has resigned from 
| Young & Rubicam to join Master- 
|son, Reddy & Nelson, New York 
| radio- TV package company. He 
| will be director for all its video 
properties including “Bride 
Groom,” “Live Like a Millionaire,” 
and “Your Pet Parade.” 


Hening Agency Moves Offices 

Hening & Co. Philadelphia 
agency, has moved to larger quar- 
ters in the Lewis Tower. 


| Makers of Air Fresheners 
_ Agree to Modify Ad Claims | Edward H. St. Jules, formerly 


| Appoint Edward St. Jules 


Makers of two air fresheners advertising sales manager of Fi- 
have signed agreements with the | "@"ce, has been appointed mid- 
Federal Trade Commission requir- | Wester district manager of Tim- 
ing them to avoid copy which im-| €7™an and Western Building. He 
plies that air fresheners clear the will make his headquarters in 
air “otherwise than according — Mi. 
its seeming effect.” 

The products involved are Air| To Guenther, Brown & Berne 
Wick, made by Seeman Brothers | Guenther, Brown & Berne, Cin- 
Inc., New York, and Air Chem, | cinnati, has been named advertis- 
product of Air Chem Inc., New| ing and public relations counse! of 
York. Mergard Bowling Lanes 


James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Senta Fe, N. M. 


SALESMAN This isthe tag which Levolor 
tzen Inc. is sp $100,000 to | 

te in @ spring drive to make | 

venetion blind buyers brand conscious. 

Eight magazines, TY and trade publico- 

tions are being used. Hazard Advertising, 
New York, handles the account. 


Admen Emancipated 
Women, Says Motley 


Cuicaco, March 13—The eman- 
cipation of the American woman, 
theme of many tomes by histo- 
rians, should actually be attributed 
to the genius of advertisers and 
their agencies, according to Arthur 
R. (Red) Motley, publisher of 
Parade. 

Addressing his old group, Chica- 
go Post 170, American Legion, at 
the Tavern Club yesterday, Mr. 
Motley said that the dissatisfac- 
tion wrought among American 
women by crafty copywriters is 
at the bottom of the 60,000,000 jobs 
held by production workers. 

Mr. Motley said that the Alger 
dream is coming true every day 
for men who utilize more than the 
average 10% of their creative ca- 
pacity. Any man in this country 
can do anything that he wants to 
do, whether it be climbing down 
from the chandelier and assuming 
a fighting posture on the water 
wagon, or making a million dol- 
lars by devising a new product or 
a new method of selling an old 
one. } 


‘Vogue’ Appoints Bennett 

Frank Bennett, formerly adver- 
tising manager of Modern Bride, 
has joined the display sales staff 
of Vogue, New York. He will work 
out of the magazine’s New York 
office. 


Mar 21 


The Nature of Humor 


Harry Owens 


Artists Guild Club 
noundtable luncheons 


call SU 7-3320 
for reservations 


LAURENCE, INC. 


Finest printing costs less 


. thanks to the revolutionary economy 


of (caicoldated’ Enamel Papers 


It may seem a long mental jump from our However, Union Electric didn’t switch 
scene high above Union Electric's giant Bag- their prize-winning Quarterly and other fine 
nell Dam on Lake of the Ozarks to the subject printing to Consolidated Enamel Papers on 
of lower printing costs. But for Union Elee- the basis of cost alone. The move was made 
tric it was a logical step. only after comparison with old-style, pre 
Fine printed materials play an important mium-priced enamels showed that savings of 
part in distributing the vast production of 15 te 25° could be made without loss of 
Bagnell and eight other Union Electric plants. —_ quality — thanks to the revolutionary process 
Naturally, their cost too is a factor in Union — Consolidated pioneered. 
Electric’s constant effort to deliver power If you'd like to make this same comparison, 
at lowest cost to thousands of customers fet us know. We'll be glad to prove that Con 
throughout the greater St. Louis area. solidated Enamels do the finest jobs for less 
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—~ PAPERS 


PRODUCTION GLOSS © MODERN GLOSS « wnee e.oss 
CONSOLIDATED WATER POWER & PAPER COMPANY * Makers of C and industrial laminates 
Main Offices. W Rapids, Wi * Sales Offices: 135 So. La Sale St., Chicago 3. iinois Ou w F&F te 


ts the direct result of 
the enameling method 
which Consoidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on beth 


sides, in a single 
high-speed operation 
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PHOTOGRAPHIC 
REVIEW 


AD COUNCIL LINEUP—This corridor session at the annual meet- 
ing of the Advertising Council is composed of the newly elected 
chairman (striped tie) and directors representing advertising 
agencies. Left to right: Henry G. Little, vice-president, Compbell- 
Ewald Co.; William Reydel, vice-president, Cunningham & Walsh; 


i 
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Lovis N. Brockway, executive vice-president, Young & Rubicam; 
Fairfax M. Cone, chairman, Foote, Cone & Belding, elected chair- 
man at the meeting; William R. Baker Jr., president, Benton & 
Bowles; Frederic R. Gamble, president, Four A’s; and Leo Bur- 
nett, president, Leo Burnett Co. 


STRATEGY—Edward Baumgartner (left), art director of H. M. Gross Co.; L. F. Kornada, 
sales manager of Horton Mfg. Co., Fort Wayne; and H. M. Gross, president of the 


Chicago agency, discuss their new campaign for the Horton “500” automatic Ses Bs] 


laundry equipment. The program calls for intensive dealer promotion, which aims a sm ; Ss . 
at selling, not only Horton equipment, but other applionces as well. 
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PARING ‘EM DOWN—With the more than 8,000 entries sub- 
P mitted to the New York Art Directors Club narrowed down to 
523, members find it simpler to make their choices for the 
anaval art exhibit to be held in the Grond Central Art Gal- 


leries from May 16 to June 2. Casting judicial eyes over some of 
the entries are Art Directors William E. Wheaton Jr., Fletcher D. 
Richards Inc.; James D. H. Buckham, Hazard Advertising Co.; 
and Stuart Campbell of Lo e C. Gumbi Advertising. 
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DISTINCTIVE—National Retail Dry Goods Assn. has named this the “outstanding re- 

tail advertisement for 1950’ and has presented Obrbach’s with a gold award 

certificate for distinctive merit. The full page, prepared by Doyle Dane Bernboch 

Inc., New York, was selected for pioneering an advertising ideo. It appeared lost 
October in all New York, Nework and Los Angeles newspapers. 


SET FOR CARA NOME DRIVE—Proofs of Rexall Drug Co.'s first 
magazine campaign in several years for a single product are 
inspected by Cleve Carey, ad manager; Jan Burquist, the model; 
C. Earl Cooper, v. p. in charge of marketing; and Wesley Hick- 


man, monager of Rexall’s toiletry department. Cara Nome cos- 
metics ads will appear in Charm, Cosmopolitan, Farm Journal, 
Glamour, Ladies’ Home Journal, Mademoiselle, McCall's, Red- 
book, Today's Woman, Vogue and Woman's Home Companion. 


HAPPY HOLIDAY—A ption in Louisville staged by Holiday to mark its fifth 
birthday saw official Kentucky turn out in force. The beaming trio perusing the 
anniversary issue of the magazine includes E. C. Von Tress, Holiday manager; Gov. 


Lawrence Weatherby of Kentucky; and Mayor C. P. Farnsley of Louisville. 


‘eee ee ; Se eer os FG Bo eee ieee > en z eee ee? i ify "saan eT = tae (OS yt eee a Pe ia 
Pa ee Sees - & cs R ae ot. oo Nee \ Bos Sabet € ee = oe : ae rad i 9% PST as es “eer es, f ah Gi ae i. ze ih: es Po oe 
; : is ae ee ee Petes TO bem oe ee ees 
- om i : D : a ae ea ~ ge | 
ir es 
2 > a" 4 4 ~* ee he a ~~ % ’ 
= ‘ ae : . at 4 a 1 pe 
& | | fi , i 
: - ; : g "| - 
- z “, t 
: ; = - REY 
= ; ’ * 5 |g 
; " 8. ‘ ‘4 y } , , | y) ; 
“ q ’ = “ 3 Ln 
i : P : i aes = 
oe ; re ; he PA ss . 5 ee ny 
; Loo 5 a ape ees ae : SENSE 7 eee : a i 4 # 
‘ ee ve gras GR PERN — F | 
Ch we: ee ~~ ae moe P| Se 
- \ — . : — ¢ ay yeoncagh beh sata : Te 4 be al & ee be ; 
“ 5} « +, : i; - a ee ee Rae oct = ee _ Lay Yo ' 
*, oe bad _ 7 m - gh : 9 ey: . : tae a es eit : oo d 7 , A > 7 e BaF Pas foie 
, €’ a Dia | a a io ee ae rae ix aa eo soo ; Petal ta 
Fy pee! - > : a2 : Bee rae | >. 7 ae ; ats ; eS 
4 iad : i ; Fy Sa See r rt _° 3 2 : rea cr 
rs > a p _ ii r has ee % : fe é fie ee 
ea ~ ee - Tui: 4 8 es eo La eee ‘ = <= oe ae ies 
> me ” ’ 4 f ee a ie : . 2 ; ete oe ete ey 
an apace ' : : ee BE cee “Ae ie pag oer <> aa “ a ia a Seon 
a MS os, b ‘ jee fe {a a aaa. ee 
a. eee ee ‘i ae oe! » = wee Sa SP ak faa 
eee i : be ¢ ame te ; é 2 a: ie ee on ae 
: \ <8 ae “4 eet phe A i rid Th | Soe Saee 
: y eh oe ae ve ARE . nee oy ie ; a 4 a oe 
is eo -,.)" aa 4 i eae os |, es me ise* Gee toes 
; Sie aay op eae Aes as 4 j 3 ‘ ts ® * 
/ oe. fi Et - , m 
ear ’ 7. By % 4 , 
os. yy i id ° 
; oe on a 7 
af ee i i 
ae -~__ ~ i “ee . 
ie. Sy Sd, je. 
; f i , “ * 
a ? 5 ' 
A pe 
cia 3 
: bet li al 8 
- 4 beegee Yon tars re 
Be we pe wa tee % 
fi tor www « 
3 } a, =m _—— Niel Oats 
7 a - 1 ' , J bees i> wo 
aa : os" aL Ly ee . <a , Z \ ain teen andre ts 
2 2 — Se _— | ¥ £ f +" j coetns we ad : 
- 3 ee. Pe 4 ‘ SS =a . atinhapdiin 
Be : > »* ’ f . sh oe 2 ted eth have, 
Bix! iy £ Ate ‘ . ? +. reed tar bactee 
“iG 4 . - m ¢ oe i oh ood yet ‘ 
ct > aan ‘1 : . Bee Bp : = 
5 re "| p M3 k 4 p > aL we i t 
ag ‘ ~ << * = . . ans - | pw we 
ns _ ae | i F | __ how | : 
We. La +s is , : / 7 4 : : ats : 
aa kort " - 4 . “oe 
. ; ; ae - ’ ‘ hi % - : ote ds ates hes low 
ek ‘S 4 ‘ 1° . ~~ f ail (Cech > cam deo . : 
ox pra te ay - % ~ * a nthe to oe y 
: ao, lr naps : 3 aes Is uae . 
ig : ‘Soe aa ae ; Aq 2 4 ee oer) = ate op : 
= ide a a | y e 1. : , es ont , 
be ae ss ¥ Sa . — oa ae i ae ttm ot on meet 
aw ue ae te, F a Been, te ifs nepal ; 
ee. Pepa ae “ees ee os ee ae nue 
<j & "node ll 7 r “4 04 a 4 “4s % ag rand *: ex ~ a E ets 
a oa abe: aR Pe Pe 
ae ie : ae an ar €, * = ae. at e A ae 
a * : : fort! ee ae . a ee ei , 
4 ae . \ Pee = eae aS f = 7 
a i = ° 24 ie oe eae Ot ad e iste i v : 
“es he oe , ‘ See re e nek. a ae whe haem 4 wi 4 . 
: ee : is 3 ae mr ee tegen shen 
; : eo =, "oe vere Seem Dees a ee oo 
* - e is a Por ae oe tae B : 
* Moe - eee oS - ee Sat le i SOatage hs es te , 
a { rm - im A" qa % tes ae =. bd - alae : 7 : * 0 ie : "end . | 
; CU ery =| eee 2c ee Fe i ame : 
a : eek [a on - A ~ come look at 
oS oat ee = f 5 . ‘ 
ee: Pee, . —— our price tags 
aD ope P 
. and find out 
7 cHPOR 1 
OURBACITS . « 
BEPORE 
: yeu / 
: BLY. ee if 
ti 
: _ t WS : ' = - es ——~" 
\: , mS ia. a, ; 
I ‘ » 
> - x 4 . ,. ; : 4 , 5 ai ea a> 
cee Sy , ’ >. fe: ee al Se 
—ae | * ' os ’ Se | 
* Re. a be . re . af 2 te a Ss 
A ay - ». al Ye ‘& oF i ae . iz = . fe ee 
ee Pr 2a ‘ ea ” -. * ; 3 J it Moe te fee pea a ei. -* ! 
: i aged *s : ee |. ate : : : [> foe > | i ea, oe eee ots 6 altel 1G Pa ee ' 
3 ~ eee : Pe RSE: atte: SES : oo | "Oa = a e a ee Nghe ie csc er re — < pees 2 
—_ \ -_ | ty ¢ ieiaerentinaiat eit,» BK ‘ a 7 ig . ae . a ie ee 5 i a j ae es { 
j a. |S RaeRinpen tapas Rae 2 i Sa ee ‘ ie: Ok ell Ae 
aa A gee Be) See 4 ‘be : ci ae Lio ea - a we 
—— - so 6 Ee | e748 ee =" 
‘ 2 Pies AS ; RLS Ree : ; is y 4 ‘ BS die ot aa — -— oo — > i 
. ie? be ie he heh, eras t ‘2 a ar) a3 i. tye ‘ 3 
a te i ol Tie a aren j . a, eae t (Sak : 
. «aa ee 3 Ag oe “ yale ’ Bi Yin a ee | As ae - 4 ~ 
". : Se ° ; eo : ’ a ee a 
‘ “ wee?” ag oe oo a ie = > co ‘ —— 
& ‘ ats eo  f- a i i © be Fg ae . : rr 
=a = = ei, ne ae Br J ’ MG - - ay ae ih ake = sual Me & sé * 
a re ; ae yen r age Ri Se vada i get NE Io ‘Cpe Wie OES } F 
m4 Sa + Vice. a 2 a ae ae : 
esc us 7 2 i : a ¢ Mee ae ‘~ s a ee ; : 
4 er us on ‘ ie . ae ‘ & Bmk Bes Se RY .. 
ee? ae - cae es . © ' im yg : gi as ove ‘i > we 
ides Ps wat oe pe Pe : . SEherg: 2 “ F: Seu ee ce S| 
Ber, 4 : ae a a se ve ae = i 
ss “he apie “ nS Ores. Rape Ee ’ ; 
a pel hee » ; : tow) . «Te i Be Sg. oS hae ge 4 
: ages Hi ae. _ Bee ce eee ee 
a “ra , ‘ 3 ye ae ou. rihiny 3 "e+ Y a a oe 4 “ a eae . 
, ‘sto oe = * ee ; : a fie ae — — ae 
. ies — aces ii : . GReen” mee Reis: iS Pat Sy — et p 5 
me i sis we, 2 a 2 aa y Ce Se A: a a oe ¥ ' 
: Sh é 7 ; So eS aa a “A ae: 
¥ - _ ? “yc lee # oo a SO ee ite ,a ? a) 
* Pit , ond * a hb nal r Pt ae oe ee : ‘ aa | 
; > en —_—_ ' } 
2 a Po 
ings . - , “ 
Ray: ont Rey 2 j ‘ ‘ E : : . : « reas 7 
ay Eee ees ee oo eet: PB EN: ie aie ary th on ee ? Ber ee; <n POE Ore CN Gere ey — | oe ee ee er 


What do 15 million more people mean to you? 


... or five million more families ? 
... or ten million more dwellings ? 
... or 13 million more automobiles ? 


...0r 53 billion more national income ? 


We're talking about markets—the markets of 1960— 
when we will see a growth and expansion in our econ- 
omy comparable to the phenomenal progress of the 
40°s. Who would have imagined ten years ago that the 
gross national product would leap from 101 to 284 
billions?...or that the nation’s largest industry, 
metalworking, would more than double its volume? 


But the markets of 1960 will belong to the companies 
that start planning for them and working toward them 
now... and during the next ten years. Long range 
planning can be made simpler and firmer by taking 
advantage of available marketing information. In 
metalworking for example, the Penton census operation 
enables you to study the progress of each segment of 
the industry over the past decade . . . and much supple- 
mental data has been compiled to assist you in picking 
future sales targets. 


An upsurge in population expands all markets, and 
| conservative estimates place the population of the 
| United States in 1960 at 167 million. That compares 
with 152 million today and 132 million in 1940. Ten 
years from today our markets will be larger... our 
opportunities greater than ever. 


Long range thinking is vital to every selling and adver- 
tising program today. Immédiate problems and 
immediate ‘objectives may seem all-important (and 
they certainly can’t be slighted), but sound planning for 
future business suceess demands looking beyond the 
next rise in the road. 


CAE 
PENTON 


PUBLISHING COMPANY 


PENTON BLILDING e CLEVELAND 13, OWLO 
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to some of the individual Red 
Feather services 

All of this is very much appre- 
ciated by the local Chest workers. 

Please accept our gratitude for 
your timely word to urge more of 
these gftoups to play the important 
role that is waiting for them in 
American communities. 

Mary K. Dasney, 

Director, Magazine Service, 

Community Chests and 

Councils of America, New 

York. 


Adclubs Praised for Help 
on Red Feather Campaigns 

To the Editor: Just a note to say 
how much we appreciated your 
fine editorial “Public Service at 
the Local Level” in your Feb. 12 
issue. 

Your point is so well taken, and 
so very important in these days, 
even more than in peacetime. 

Your mention of the Rochester 
Advertising Council particularly 
interested us, because we know 
how helpful they have been to the 
Community Chest in Rochester. 
We know too, that advertising 
clubs in Cleveland, Minneapolis, 
Philadelphia and all over the 
country are in many cases very 
helpful to their local Red Feather 
campaign organizations as well as 


Says Rural Market Feels 
Effect of Unbelievable Ads 

To the Editor: Amen to Mr. 
| Schneller of Lever (AA, Feb. 19). 

“Unbelievable” ads work havoc 
at the spread of the audience 
| where Uncle Sam reports 45 to 
| 55% of goods are bought. Ap- 
pi | parently, we who deal with the 


. rural market feel the effects of 

4 "oO this kind of advertising more 
than those in the urban bracket. 

o: your Sometimes we wonder if re- 
P ' sponsibility for many advertising 
v3 BINDERY abuses does not stem from “too 
= ps much money to spend” coupled 
wz and with the Great American Race to 
; av collect dividends on expenditures, | 
z Fin rather than make the investment | 
= 's pay back both principal and a| 


profit. 
Of course this all presupposes | 


a brand or trade name which ew 


| 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
364,123 DAILY + 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY | 


This department is a reader’s forum. Letters are welcome. 


quality that proves itself in re- 
peat sales to consumers. This qual- 
ity, taste appeal that tallies with 
the promises or expectations raised 
by the advertiser, gives the ad- 
vertiser high confidence rating, as- 
sists in stabilizing buying habits. 
It strongly suggests the brand 
name instead of just the product, 
going onto the shopping list. 

In this picture, local advertising, 


with its “tie in” affinities, often | 


patterns after the “Big Boy” and 
“unbelievables” which fail to ful- 
fill expectations, works to the det- 
riment of all advertising. The 
public senses 


something wrong) 


though they cannot put their finger | 


on it. 

If an article has repeat merit— 
that is—has increasing acceptance, 
the English language is_ rich 
enough to “put it over” without 
any need, at any time of approach- 
ing unbelievability. 

When top light bearers, like Mr. 
Schneller of Lever, set the pace, 
it gives a pattern for lesser light 
bearers to follow. 

J. Orvat SMITH, 

Western Newspaper Union, 

Chicago. 


Zonolite Account Belongs 
to Ruthrauff & Ryan 


To the Editor: The current is- 
sue of ADVERTISING AGE, in its 
summary of agency 
states that the 


Biddle Co. of 


activities, | 


Bloomington, Ill., secured the Zo- | 


nolite Co. account during 1950. 

We are anxious to have this 
error corrected in your next avail- 
able issue, as our present agency 
relationship with Ruthrauff & 
Ryan is unchanged and highly 
satisfactory. 

Puitie R. STRAND, 

Advertising Manager, Zono- 

lite Co., Chicago. 

AA's information on this account 
was taken from a questionnaire 
filled in by the Biddle Co. 


Cites Readership Record 
of Corby’s Whisky Ads 
To the Editor: The Creative 
Man’s Corner on Page 98 of the 
March 5 ADVERTISING AGE was in- 
teresting to me. Because of two 
statements made in this feature, 
I am prompted to write you. These 
statements are: 
(1) “Over the year—with the 
exception of Four Roses’ maga- 
zine advertising — most liquor 
advertising has become a sort of 
dull gray.” 
(2) “...your job is casting a 
critical eye on all advertising.” 
Taking these statements in re- 
verse order, I am curious as to 


Prying into secrets of the deep 


Advertising Age, March 19, 1951 


Would you like to go exploring 7 
x 


READER INTEREST—Corby’s agency reports to the Creative Man on continued 
reader interest in this advertiser's magazine campaign, providing Starch figures 
for three publications. 


whether your editor has cast a 
critical eye on the Corby’s maga- 
zine campaign running regularly 
in full-color pages in Life, Look, 
and Collier’s magazines. As to the 
first statement, I attach herewith 
two proofs from this campaign 
with the following headlines. 

(1) Prying into Secrets of the 

Deep 

(2) Would You Like to Go Ex- 

ploring? 

This campaign, which has been 
running over a period of years, is 
purposely designed for rich edi- 
torial interest and the Starch 
Readership Reports for men read- 
ers indicate that the readers of 
Life, Look, and Collier’s do not 
find this series dull. 

Read Most - Men Readers 


Life Look Collier's 
a 17% 14% 25% 
(2) 1% 19% 18% 
BLountT SLADE, 
Vice-President, Brooke, 


Smith, French & Dorrance, De- 

troit. 

e 7 e 
Eye to Eye on Eye & Ear 

To the Editor: Congratulations 
to the gentleman who is respon- 
sible for your “Eye and Ear De- 
partment” on his hard-hitting 
comment about “The Stork Club” 
television program. 

For a while I thought I was 
being over-critical or uncharitable 
because of the thoughts I had 
while viewing that twice-a-week 
mess—but I really fee] better now 
that an expert has spoken. 

Were I a notable—and heavinks 
knows I ain’t—I’d think twice be- 
fore permitting myself to be part 
of such a program. Billingsley's 
lack of education shows every time 
he opens his mouth—which is open 
about 95% of the time on the air. 

As one who has written and pro- 
duced radio programs, I cannot 
quite understand how such expen- 
sive time is so unsatisfyingly used. 
Were I to attempt to put on a pro- 
gram like that in this compara- 
tively small community, I’d_ be 
chucked out in the cold after the 


first presentation. 

How do some of the big shots 
get away with such small ammuni- 
tion? 

Jerry P. FLEISHMAN, 

Editor, The Fleishman Busi- 

ness Publications, Baltimore. 


7 e 7. 

Cites Example of Restraint 

To the Editor: You occasionally 
mention unusual advertising cam- 
paigns in your columns. As an ex- 
ample of restrained professional 
advertising, we are enclosing a 
proof of an advertisement which is 
the first of a series to appear in 
surgical publications during 1951 
for our client, Gudebrod Bros. 
Silk Co. 

Gudebrod is the leader in the 
field of non-absorbable sutures, 
which to the layman means a su- 


ture tnat is not absorbed by the 
tissues—in this case it is chiefly 
silk. 

The photography was done by 
Dr. Max Thorek of Chicago, in- 
ternationally famous surgeon who 
is one of the moving spirits in the 
International College of Surgeons. 

To provide a complete view of 
the campaign, a reproduction of 
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the photograph, suitable for fram- 
ing, is being mailed to you un- 
der separate cover. 
Lee RAMSDELL JR., 
President, Lee Ramsdell & Co., 
Philadelphia. 


‘Oodles of Pie’ in Indiana 

To the Editor: John Evans’ point 
is well taken but alas, and a fie 
and a faw and a few and a fum 
on him for that line about no pie 
in Indiana. 

Man, there’s oodles of pie in 
Indiana, all kinds of pie—fruit, 
pumpkin, sweet potato, lemon 
meringue, sour cream pie, crumb 
pie and a lot more. 

They also make 


cobblers, and 


there, I'll swear Mr. Evans errs. | 


A cobbler is a kind of pie, made in 
a square or rectangular tin with 
two-inch sides. The dough is rich- 
er-than-usual pie dough. The con- 
tents, always fruit, as far as I 
know. 

This confection after proper bak- 
ing is most often served hot and 
eaten with ice cream on it or some- 
times sugar and cream. I know, 
account I growed up down there 
in Dogpatch, Brown County, for 
almost 23 years. 

And they do have pie as well 

THEODORE KAIN, 
St. Paul, Minn. 


Cites Magazine's Criticism 
of ‘How to Write Better’ 

To the Editor: Rudolf Flesh’s 
books on how to talk and write 
have won considerable applause 
from advertising folks. Possibly 
one reason for their success is that 
they substitute mental pigeon- 
holes, in which a writer can file 
one-syllable words and ten-word 
sentences, for style and imagina- 
tion. 

I'd like to call the attention of 
your readers to the March 3 issue 
of The New Yorker, “Talk of the 
Town” section, which digs a niche 
for Mr. Flesh’s “How to Write Bet- 
ter”—six feet under ground. 

STEPHEN TEDOR, 

Advertising Manager, Com- 

mercial Trades Institute, 

Chicago. 

+ a +. 


Moorman’s Ties Make A Hit 
To the Editor: Last evening as 
I was reading through your Feb. 5 
issue, the article about the special 
neckties on Page 57 caught my eye 
We have used neckties, too, for 


the last three or four years, partic- 
ularly in promoting a couple of our 
high-energy, low-fiber feeds, 
namely Chick and Pig Mintrates. 
In fact, we have used them to the 
extent of some 2,500 or 3,000 of 
each of the varieties, and I am 
sending some separately. 

They probably wouldn't set any 
new style trends on Michigan Ave., 
but by golly they get plenty of at- 
tention down here in the country. 

Incidentally, they are sort of a 
home town product. The ties them- 
selves are purchased out of town, 
but the designing and the silk 
screening is strictly a Quincy prod- 
uct. 

O. W. RANDOLPH, 

Moorman Mfg. Co., Quincy, 

Il. 


Reader Seeks Clues to 
Daring Lillian’s Hideout 

To the Editor: I have been try- 
ing to locate a copy of the old dime 
novel titled “Automobile Lillian, 
the Daring Girl Bandit of Arizo- 
na,” which was published by Royal 
Publishing Co. of South Norwalk, 
Conn., about 1908, and thus far I 
have exhausted all the usual book 
sources but all to no avail. 

However, it did occur to me that 
perhaps among your very special 
readers some lead may be offered 
that could easily uncover the elu- 
sive book—at least I do hope so 
and it’s worth a try. 

Cuet L. SwitAat, 

Executive Secretary, Southern 

California Forge, American 

Public Relations Assn., Bev- 

erly Hills, Cal. 

* oe 2 


Postal Service Editorial 
Gets Further Reading 

To the Editor: Allow me to con- 
gratulate you on your fine editorial 
on postal service, “Bad and Getting 
Worse,” which appeared in the 
Feb. 19 issue of ADVERTISING AGE. 

This is most encouraging to 
know that a distinguished organ- 
ization such as yours can find the 
time and space for an editorial on 
postal service. 

As a postal employe and branch 
reporter for the National Assn. of 
Letter Carriers, I would like the 
permission to have your editorial 
reprinted in the “Postal Record,” 
a monthly journal of the National 
Assn. of Letter Carriers. 

J. Lucitow, 

National Assn. of Letter Car- 

riers, Roanoke, Va. 


lockup 


produces better quality elec- 
trotypes and nickeltypes so 
essential for quality printing. 


BUYERS KNOW... PONTIAC 


uses the proper molding medium employ- 
ing vinylite, tenalite, tenaplate or lead 
according to the requirements of the job. 


YOU SHOULD KNOW... 


the basic engraving, composition and 


standards for obtaining the best 


duplicate printing plates. 


for the booklet “Basic Requirements for 
Electrotypes”. 


UNIFIED SERVICES art. PHOTOGRAPHY « TYPOGRAPHY 


COLOR PROCESS « 


PONnTIA 


812 West Van Buren Street 
TELEPHONE: 


HA ymarket 


PHOTOENGRAVING e« ELECTROTYPING 


ENGRAVING & 
ELECTROTYPE CO. 


. Chicago 7, Illinois 
11-1000 


National Advertising in Four Media 


by Business Classifications 


1949 and 1950 Expenditures by National Advertisers in Maga- 
zines, Newspaper Sections, Radio and TV 


Food & Food Products 

Toiletries & Toilet Goods ..... 

Automotive, Auto. Acc. & Eau 

Smoking Materials .... S6o8 

Apparel, Footwear & Access... 

Household Equip & Supplies 

Drugs & Remedies .. 

Soaps, Cleansers & Polishes 

Beer, Wine & Liquor ... 

Household Furnishings . . . 

Industrial Materials . 

Building Materials, Equip. & 

Fixt. 

All Other National Advertising 

Total, Four Media 


1950 % Change 
( itted) 

$ 112.876 $ 122,846 + 88 
79,102 79,346 +03 
51,680 55,381 + 72 
42,932 44.681 +41 
46,393 44.066 — 5.0 

36 664 42.648 +163 
36,752 42,425 +154 
34,470 34,356 — 03 
29.693 31,540 + 62 
26.257 28.424 + 83 
23,504 27,988 +19.1 
19.668 21.560 + 96 
159,409 172,090 + 80 

$ 699,400 $ 747,351 + 69 


—Magazine Advertising Bureau 


To Koehl, Landis & Landan 

The New York office of Koehl, 
Landis & Landan has been named 
by Advance Colors Inc., St. Peters- 
burg, Fla., to direct the advertising 
for Roloc Dye Foam, new rejuve- 
nator for carpets and rugs. Trade 
publications and direct mail will 
be used. 


Appoints Ed Goetz! 

Ed Goetzl has been named as- 
sistant publisher of the Enterprise- 
Courier, Oregon City, Ore. For the 
past 2% years he has been presi- 
dent of Bulletin Co., Grants Pass, 
Ore., and editor of Grants Pass 
Bulletin and gee Valley Travei- 
ers News. 


Double Seal Boosts Moore 
| M.A. Moore has been appointed 
jeastern division manufacturing 
'and sales manager of Double Seal 
Ring Co., Fort Worth, manufactur- 
er of replacement piston rings for 
industrial and marine uses. Mr. 
Moore, who will make his head- 
quarters in New Rochelle, N. Y., 
was formerly Double Seal’s sales 
and service representative in 


Maine, Vermont and New Hamp- 
shire 


OUR PROCESS 


ON DUPLICATE COLOR PRINTS 


| Our color control method enables us to “he 
your original color prints, -—— all 
color and detail im the original, with such 
exactness that retouching on the ‘duplicote o 
eluminated. 
| National advertisers find our process — 
big savings in time and retouching 
when duplicates are needed for offset o en. 
terpress plates oc when re-propertioning of 
or i — prints is necessary. 

uarantee satisfaction OR 
MONEY “BAC K. Write for FREE ae 
and prices. 
CHAS. W. BURGESS GRerteens ay 
S18 Fifth Ave. $ 


IT 


st-latelligencer 


TO SELL THE 


Real Seattle Market 


Follow The Lead 


— 


In Seattle, BIG firms, important firms choose The 


TAKES THE 


Of 


LEADERS/ 


Seattle's 


Post-intelligencer as their Number One newspaper in selling 


this growing, prosperous market! Take Seattle's largest retail 


furniture firm . . . Grunbaum's. During 1950, as in years past, 


this dominant store carried far more linage in The Post-Iintel- 


ligencer than in the second newspaper. Last year they placed 


206,982 lines in The Post-Intelligencer and 86,756 in the other 


paper ...alead of nearly 2!/2 to |! Follow the lead of Seattle's 


leaders and choose The Post-Intelligencer! 


PEOPLE 


Seattle 


WHO Sy ..READ THE 7/ 


POST-INTELLIGENCER 


REPRESENTED 


NATIONALLY BY HEARST ADVERTISING SERVICE 
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Knights of Columbus Ads for Roman Catholic 
Church Get Results Through Proved Copy 


13—The un- 
Church Next 
advertising has 


Sr. Louis, March 
aggressive “Go to 
Sunday” type of 
always been characteristic of re- 
ligious ads. Reasons why people 
should attend services at a certain 
church are seldom given 

In contrast, however, are the ads 
about the Roman Catholic Church 
that lead off with such provoca- 
tive statements as “God—or the 
Greatest Fraud That Ever Lived” 
or “The Bible Is a Catholic Book.” 

Currently running in U. S. and 
Canadian magazines and newspa- 
pers under the sponsorship of the 
Supreme Council, Knights of Co- 
lumbus, these ads are unique in 
that they use sound advertising 
principles and are producing as- 
tounding results 


gs Since the series started in 1944, 
700,689 inquiries have been re- 
ceived and 58,346 persons have 
been enrolled for instruction in 
Catholic dogma. Even more 
tounding is that, while these ads 
appear only in the U. S. and Can- 
ada, 49 foreign countries and U. S. 
possessions are represented in the 
responses, and requests for the 
pamphlets from foreign countries 
totaled 53,233, as of Jan. 31, 1951 

Out of this total, 4,978 persons 
living outside the continental U.S 
have been enrolled for instruction. 
The statistics do not include peo- 
ple who apply directly to local 
parish priests for information and 
instruction instead of responding 
to the ads by mail 

Ad copy is suggested by the 
Catholic clergy and is supervised 
and approved by Church authori- 
ties. The program is sponsored and 
paid for, however, by the Supreme 
Council, Knights of Columbus, and 
the ads are written and placed by 


‘Kelly, Zahrndt & Kelly here. 


as- 


The agency's late president, 
*harles F. Kelly Jr., originated the 
dea for the Catholic series when 
e became convinced that paid 
pace offered the only means of 
ringing Catholic beliefs to the 
illions of people who would not 
®rdinarily. visit a Catholic Church, 
all on a Catholic priest or read 
Be enstic literature (AA, Jan. 31, 
49) 


The Missouri State Council, 
nights of Columbus, liked the 
dea and sponsored a series of ads 
in Missouri newspapers, beginning 


in June, 1944. By 1947, impressive | 
results caused the Supreme Coun- 
cil to expand the program into 
national magazines, and Sunday 
newspaper supplements were just 
used in 1948. Funds were obtained 
through a small assessment of 
members. 

The fourth series of ads under 
the sponsorship of the council is 
now appearing in American Maga- 
zine, American Weekly, Atlantic 
Monthly, Collier's, Grit, Look, This 
Week Magazine and Parade in the 
U. S., and MacLean’s Magazine, 
Montreal Standard, New Liberty, 
and Time—Canadian edition and 
the Toronto Star Weekly in Can- 
ada. 


e Maintaining that copy is the 
heart of all successful advertising, 
Kelly, Zahrndt & Kelly attributes 
the effectiveness of the ads large- 
ly to the provocative character of 
the headlines and type of copy 
used. Headlines include such stop- 
pers as: “You Hear Strange Things 
About Catholics,” “Why Millions 
Call Him Holy Father,” “A Letter 
to Our Non-Catholic Neighbors” 
and “All Right, I'll Tell You Why 
I Am a Catholic.” 

Several effects of the campaign 
cannot be reduced to statistics. 
One of these is the opportunity to 
refute long-standing false beliefs 
concerning what the Catholic 
Church teaches and what Catholics 
believe. The ads give the Catholic 
explanation in a quick, easy-to- 
understand style, and offer a 
pamphlet contafning a fuller ex- 
planation of the points made 

A separate, specially prepared 
pamphlet is published for each 
advertisement, the copy for these 
written by priests at the 
Supreme Council's Religious In- 
formation Bureau. Readers are told 
that the pamphlet will be sent in 
a plain envelope 


being 


@ The ads avoid any reference to 


other denominations or beliefs. 
Their purpose is simply to state 
the teaching of the Catholic 


Church, much as an advertiser of 
a commercial product would de- 
scribe its qualities. As a result of 
this policy, the Knights of Colum- 
bus regularly receives numerous 
letters from non-Catholics, both 
lay and clergy, commending the 
ads, although at times not agree- 
ing with the views expressed. 


King Size Ad Buy 


SHOWMANSHIP. Hig, gay, colorful 
... people can’t miss seeing this 
Standard Oil GOA panel! And be- 
cause the sales message is large 
and dramatic, people read it easily 
That way they remember what they 
read. Yes sir, dramatic outdoor 
panels are your best advertising 


buy. Put GOA showmanship to 


work selling your product today! 
General Outdoer Advertising Co., 
515 S. Loomis St., Chicago 7, IL 


RCovers 1400 
leaaing cities 
and towns 


S DA IP 


STORY SESSION—Charles W. Collier (left), i i ident, 
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Advertising 


Assn. of the West, holds the floor momentarily at a session of the 7th National 
Marketing Conference of the Chamber of Commerce of the United States, held in 


San Francisco. His listeners are David E. 


Faville, professor of marketing, Stanford 


University; Robert E. Baxter, promotion manager, Son Francisco News; and Arno H. 
Johnson, vice-president in charge of research and media, J. Walter Thompson Co., 
New York, one of the speokers ot the conference. 


The Knights of Columbus ad- 
vertisements were chosen recently 
by the students of Woodbury Col- 
lege, Los Angeles, as outstanding 
among religious advertisements 
for the excellence of their message 
and “for consistent good taste.” 

The object of the advertising 
program, it is pointed out, is to 
get more people to take an interest 
in religion. But instead of merely 
telling them to “go to church” 
without selling them on the idea 
why they should, the Knights of 
Columbus ads apply the same 
sound principles and appeals which 
produce results in any field. 


Denver Furrier Runs 
Ads to Educate Men 
on Fur Coat Buying 


Denver, March 14—The Stanley 
Fur Co. is running a series of 
weekly informational ads in Cer- 
vi's Rocky Mountain Journal de- 
signed to educate the publication's 
predominantly male audience on 
the topic of fur coats. 

The ads, the first of which broke 
Feb. 1, will continue for 52 weeks. 
Copy.in the first ad reads: “For 
the next year—yves—for the next 
52 weeks, this space will be de- 
voted to giving information on fur 
prices, fur qualities, fur appear- 
ance. You don’t know much about 
furs—and it’s time you did! 

“Up to now you (and your wife) 
have been on the _ sucker list! 
Through the use of this space— 
week by week—I hope to take you 
off!” 


@ Each ad carries a weekly fur 
market report, plus a teaser ques- 
tion at the bottom which gives a 
hint of the ad to follow in the 
coming week. Two questions asked 
have been: “Is a mink coat a good 
investment?” and “Are you a 
sucker for ‘bait advertising’?” 

Ideas Unlimited here is handling 
the account. 


WCOP Leaves ABC; 
Becomes an Independent 

WCOP, Boston, has been drop- 
ped as an affiliate of ABC and 
will operate as an independent 
station with a program format 
based upon music, news and spe- 
cial events. ABC plans to serve 
Boston through its Lawrence, 
Mass., affiliate, WLAW. 

Last December, when Cowies 
Broadcasting announced the shift 
of KRNT, Des Moines, and 
WNAX, Yankton, S. D., to CBS, 
effective June 15, the continued 
affiliation of WCOP with ABC 
was discussed but left unsettled 
until now 


Cudahy Moves to Omaha 

Cudahy Packing Co. will com- 
plete the moving of its Chicago 
operation to Omaha on March 26. 
The company’s advertising depart- 
ment will begin functioning in 
-that city April 2 


Sindlinger Attorney 
Has Case Against 
Competitors Hurried 


PHILADELPHIA, March 13—The 
Sindlinger vs. Nielsen and Hooper 
case involving charges of misus- 
ing patents, monopoly and mali- 
cious interference in the Sindlinger 
business (AA, March 5) is be- 
coming more and more compli- 
cated. 

Following a ruling by U.S. dis- 
trict court Judge Guy K. Bard 
that provable damages against A. 
C. Nielsen Co. and C. E. Hooper 
Inc. would be limited to $500,000 
and that both of the latter com- 
panies have to stand trial in Phila- 
delphia, the judge demanded they 
file an answer to complaints by 
March 5. 

By that date the Nielsen and 
Hooper companies did file a reply. 
In effect, they again filed a mo- 
tion to dismiss charges one and 
two, repeating a previous motion. 
Under court procedure this would 
be returnable on April 16. 


e However, Robert Wolf, attorney 
for Albert Sindlinger, admittedly 
outraged by what he said were 
“delaying tactics,” filed a counter- 
motion which Judge Bard heard 
at once. Mr. Wolf’s motion charged 
the defendants with employing de- 
laying tactics. Taking cognizance 
of this, the judge announced he 
would not wait until April 16. 

Instead, he ordered Nielsen and 
Hooper to file a brief in support 
of their motion by March 7, and 
gave Sindlinger until March 10 to 
file a reply. 


Field's Income Down; 
Sales Increase 7.3% 

Marshall Field & Co., Chicago, 
has announced a net income of 
$7,572,000 in 1950 after federal 
income taxes and after deducting 
a provision of $2,293,000 for the 
reserve for inventory price de- 
cline. In 1949, the net income was 
$8,658,000 after a credit of $900,- 
000 from the same reserve. Net 


sales for 1950 were reported at 
$222,899,000, or an increase of 
7.3% as compared with $207,803,- 


000 in 1949. (The average increase 
for Chicago department store sales 
in 1950 was 4%.) 


Harper Names Byrne A. M. 

Delphine S. Byrne, in the sales 
department of H. M. Harper Co., 
Morton Grove, Ill, manufacturer 
of non-ferrous and stainless steel 
fastenings, has been promoted to 
advertising and sales promotion 
manager. 


Montgomery Named K&E V. P. 
Garth Montgomery, with Ken- 
yon & Eckhardt, New York, since 


|1947, has been appointed vice- 
|president and radio-television di- 
| rector. Werner Michel, who joined 
| K&E recently, has been named as- 


sociate radio-television director. 
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Ayer Invites Papers 
to Enter 21st Annual 
Typography Exhibit 


PHILADELPHIA, March 14—Pub- 
lishers of all English-language 
dailies in this country have been 
invited to enter issues of their 
papers in the 21st annual exhibi- 
tion of newspaper typography, 
sponsored by N. W. Ayer & Son. 
Contest entries last year numbered 
more than 840. 

The week of March 4 has been 
selected as the period from which 
exhibition issues will be drawn. 
The exact date will be chosen by 
lot after the selection period has 
ended, to assure that editions rep- 

| resenting the normal level of per- 
formance will be chosen. 

Judges, to be announced at a 
later date, will judge entries some 
time in April. The F. Wayland 
Ayer Cup will be awarded to the 
newspaper considered best in ty- 
pography, presswork and make- 

| up. 


@ Three certificates of award will 
be given in each of three classifi- 
cations: Papers of more than 50,- 
000 circulation; papers of 10,000- 
50,000, and papers of less than 10,- 
000 circulation. A certificate of 
award also will be given for tab- 
loids regardless of circulation. 


ADCLUB OPENS 1951 
PROETZ COMPETITION 

St. Louis, March 14—This year’s 
competition for the Erma Proetz 
Awards, sponsored by the Wo- 
men’s Advertising Club of St. 
Louis, has been announced by 
Emma Brohr, Westheimer & Block, 
who is award chairman for 1951. 

Proetz awards will be given in 
recognition of the most outstand- 
ing creative advertising work dur- 
ing the fiscal year ending April 1, 
1951. Entries must be postmarked 
not later than May 1. 

Three cash prizes of $100 each 
will be awarded to top-ranking 
entries in the following fields: (1) 
art, photography, layout; (2) copy 
for newspaper, magazine, direct 
mail, etc., and (3) radio and tele- 
vision. 

The competition, originated by 
the Women’s Advertising Club of 
St. Louis in 1945 in memory of 
Erma Perham Proetz, past presi- 
dent of the club and an outstand- 
ing advertising executive of the 
country, is open to any woman in 
the U.S., Canada, Mexico or Cuba, 
who is engaged in advertising. 


@ Entry blanks and _ brochures 
outlining the competition are be- 
ing sent to all women’s advertis- 
ing clubs. Additional brochures 
and entry blanks may be obtained 
from Miss Brohr, Westheimer & 
Block, 315 W. Seventh St., St. 
Louis. 

Awards will be presented during 
the Advertising Federation of 
America convention, to be held at 
he Chase Hotel here, June 10-13. 


Ford Names Robert Nadal 


Ford Motor Co., Dearborn, 
Mich., has named Robert R. Na- 
| dal, director of its dealer develop- 
|ment office, as general sales assis- 
|tant to Walker A. Williams, vice- 
president in charge of sales and 
advertising. Mr. Nadal will con- 
tinue to serve as dealer develop- 
ment director and secretary of the 
company’s merchandising com- 
mittee. 


Opens Honolulu Ad Oftice 

The Tribune-Heruald, Hilo, Ha- 
waii, has opened a fulltime adver- 
tising, news and business office in 
the Stangenwald Bldg., Honolu- 
lu. James R. Wallace has been 
named to head the office. 


Alexander Named Sales Rep 

Leonard Alexander, formerly 
with American Safety Razor Corp., 
has been appointed sales repre- 
| sentative for the Neivert-Miller 
Art Studios, New York. 
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HAWAIIAN VACATIONISTS—Howard S. 

Meighan (right), CBS vice-president and 

general executive, and Campbell Soup's 

“Club 15°” singing star, Bob Crosby, 

shore a welcome cake at a Honolulu 

hotel. Mr. Meighon and his wife ore on 
vacation in the islonds. 


Armstrong Cork’s 
Schedule Increased 


LANCASTER, Pa., March 14—Arm- 
strong Cork Co. plans the mos. 
extensive ad program for its floor 
and wall coverings in company 
history. 

Products in the residential ficld 
will be pushed via four-color pages 
in American Home, Better Homes 
& Gardens, Ladies’ Home Journa 
and Woman’s Home Companion. 
Insertions will appear every month 
in American Home and Better 
Homes, while the Journal and 
Companion will be used every 
other month. 

Armstrong’s present “before and 
after” ad series, showing the dif- 
ference a new floor of linoleum or 
resilient tile can make in a com- 
mercial interior, will be continued 
in Collier's, Newsweek, The Satur- 
day Evening Post and Time. All 
insertions will be in four colors. 
Batten, Barton, Durstine & Osborn 
is the agency. 


es “Armstrong's Circle Theater,” a 
half-hour dramatic telecast, will 
be continued over the present 45 
NBC stations. Additional outlets 
will be added, when possible, for 
either “live” or kinescope show- 
ings. Linoleum, Quaker rugs and 
floor coverings, and Quaker wall 
covering will be featured. 

“Theater of Today,” the com- 
pany’s weekly 30-minute radio 
program, wiil be continued over 
the CBS network and will still 
feature Quaker rugs and Quaker 
floor coverings. Occasionally, a 
por.ion of the commercial time will 
be devoted to linoleum, for the 
first time since the show started 
10 years ago. 


Jack Carter Telecast 
Is All Sold Out Again 


Making a fast comeback after 
a round of cancelations by its co- 
operative sponsors, the “Jack Car- 
ter Show” (NBC-TV) has put the 
standing-room-only sign up again. 
R. J. Reynolds Tobacco Co., Win- 
s.on-Salem, now airs the last half- 
hour of the telecast, which starts 
off NBC's “Saturday Night Re- 
vue.” William Esty Co. is the 
agency. 

Lehn & Fink and Bymart Inc. 
share sponsorship of the first 30 
minutes of the show. Two of Car- 
ter’s erstwhile backers shifted to 
other NBC programs, Campbell 
Soup Co. buying the “Great Talent 
Hunt” and Swift & Co. moving 
to “Show of Shows.” The third 
participating advertiser, Wildroot 
Co., has not yet announced a re- 
placement. 


Funk Splits Account 


Wilfred Funk Inc., 
book publisher, 


New York 
has named 


Franklin Spier Inc., New York, to 
handle trade and consumer adver- 
tising. Mail order advertising will 
continue to be handled by Schwab 
& Beatty, New York. 


Maxwell House to Push 
Passover Hagadah in N. Y. 


General Foods Corp., New York, 
will spend more than $35,000 for 
a special Passover promotion for 
Maxwell House coffee in the New 
York metropolitan area. Pur- 
chasers of a two-pound can of 
Maxwell House will be offered a 
free Hagadah (Passover prayer 
book). Radio promotion breaks 
March 19 on the Molly Picon show 
and beginning the first week in 
April, full-page and 600-line ads 


| will run in the Jewish press. 


The campaign is being con- 
ducted by the Joseph Jacobs Or- 
ganization in cooperation with 
Benton & Bowles, both in New 
York. 


DuMont Plans Reruns 


Allen B. DuMont Laboratories, 
Passaic, N. J., will start a 30- 
minute film series next month 
over approximately 18 DuMont 
Stations. Featured will be a re- 
run of “Fireside Theater,” spon- 
sored by Procter & Gamble over 
NBC, 
house.” Campbell-Ewald Co. is 
the agency. 


to be titled “Royal Play-. 


‘Captain Video’ to Sell 
Post Cereals Nightly 


Post Cereals division, General 
Foods Corp., New York, wil! spon- 
sor “Captain Video” Monday 
through Friday over DuMont, 
starting April 2. Time—30 min- 
utes daily—was bought through 
Benton & Bowles. A lineup of 
22 stations will be used at the 
outset, with others to be added as 
they become available. 

Walter H. Johnson Candy Co., 


which has been airing “Captain 
Video” on Thursday nights, will 
move out to make room for Gen- 
eral Foods. This sale represents 
by far the biggest piece of busi- 
ness garnered by DuMont to date 


R&R Elects Simons V. P. 

Edward C. Simons, account ex- 
ecutive with Ruthrauff & Ryan, 
New York, since 1931, has been 
elected a vice-president of the 
agency 
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Miss Treuhaft Named A.M. 


Virginia Treuhaft, who formerly 
ran her own agency in London, 
has been named advertising man- 
ager of Nestle-LeMur Co., New 
York. Grahame Enthoven, pre- 
viously named to this post, has 
resigned. 


Fairall Appoints Barnett 

Roger G. Barnett has been ap- 
pointed an account executive of 
Fairal!l & Co., Des Moines agency. 


One MGNi runs factory! 


Jay Peters, of Meriden, Iowa, is a cattle feeder. 
He converts hay, grain, minerals and water into beef. 

Carrying feed for livestock is an age-old, 
backbreaking job on the farm. Faced with the 
current scarcity of hired men, Mr. Peters started 
from scratch and evolved a modern system. 

Two central buildings are connected by a 
continuous shed which runs around two sides of the 
feed yard. Grain, corn and minerals are stored 
overhead in one building, chopped hay in the other 
..- lowered by gravity to spouts which fill a monorail 
carrier suspended from the roof of the feeding shed. 

The cattle are fed under cover twice a day, and 
can munch minerals and salt from outdoor self-feeders. 


= 
| 


With his new plant, Mr. Peters singlehanded 
feeds the incredible number of 150 cattle! And in his 
spare time, is developing a self-feeding system for hogs! 


Farming is manufacturing . .. and time-studies, 
plant layout, conveyors, material handling equipment, 
power tools and machinery, are as important on the 


farm as in the factory ... 


to make a good business better! 

The farm manufacturer’s wife is equally alert to labor- 
saving and step-saving efficiency in the home... utilizes the 
major electric appliances and dozens of kitchen aids. . . has more 


leisure for better living. 


Smart advertisers won't pass over their best prospects! But 
advertising in general media misses much of today’s choicest 
market—the nation’s best farm families . . . needs SuccessFUL 
FarminG for its deep penetration! 

SuccessFUL FARMING concentrates more than a million of 
its 1,200,000 circulation in the 15 agricultural Heart States, 
with the best soil, best equipment, largest investment, 
highest yields and incomes 
average. You're losing sales if you overlook this market 
and medium! For full facts, call any SF office... 

MerepitH PusiisHinc Company, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


. to raise output, to lower costs, 


50% more than the US farmer , 


~ 


v 
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primary medium! 
Car cards were entrusted to intro- 
duce this very latest low-cost pen 
to California’s mass market. Initial 
campaign was so successful that 
car cards continue as the backbone 
of Paper-Mate advertising. 
Transportation Advertising in 
Southern California is handled by 
California Transit 
Advertising, Ine. 
2030 Wilshire Blwd., Los Angeles 


LE (eee os ey: ean ee os i Pee ll <r Co a ge Wat eae ge 
oe ies 7 a e “3 ee * i. > kt ee : : ae: — : ; er ES 2 ey See Ee cod 
aes ee Poi |: — os 3) = . ==. — a * Sey 
a 
Advertising Age, March 19, 1951 er 34 
¥e 
Po po ee ~— 
‘ ‘S oie 
% « o tas 
& ‘ ; = 12s 
= gi lt es 
4 ok, 
. a om: 
ge 
mye 3 
f | . el 
: | , me! 
' ie \ eee 
7 aa ys ae nme eee arene enmaeaes _ 7? 
. < . pS, 
- i : of ae ~ 
' 4 “toe pired ° Crema DISCOVERY CUMRAMATE: were 
is . - 
nee yokes & | ee: 
PAPER-MATE PEN : 
» Cae 
F a ae: i age 
pee 
Stik, 
Poe, | 
_ — — (Natal a. 
a ie 
— 4 ee a oe Cole "4 
, crea 
Bir") 
- i fa i . tag “® 
ae = agit it 
“ — neers Page er ae 364 
—— ae es. 
+ |. gi t as. 
ss - i ‘ I ae 
——_ — 
= r cae yg 
7 1. 
! “ fq si t me: 
‘ 4 4 a ee, 
—a 4 =P. ee Wide 
fi < i? 
be he ; ~ oa ’ & A 
‘ ' : neh 
,) 4 , 4 E. 
‘ : > A x a, 
4 se ' es v 
Crea ha , | as Ds 
. ” fi y oF 
| ~ ' " } te 
i ° | fae 
S as 3 a: 
— . aie ’ 3 bi = om 4 ee 
ol > Ma , . a XY ai sy. 
~ * Sn 
| ‘ we ug x as 
. _ Eos 4 ' avon : 8 
| : Be ai Ss ate 
7 > om *, oe 
=< =) ti). 2 V xe = pm, 4 a 
| Se CO a w | ia ae 
a > be: : ve . = ay 
; — “YS A ‘1 : ‘ i > i : AE i 
oy VU ae 3 
a dy % ? fa ig 
| y 2 , '. 4 Wie 
o | ‘ . ‘ : vv. : > ~~ a * 
| a . Ne ee a 
: si a ay es 
| 4 nie ia is x } = : Aa Bt 
. ears & A ' 2 ae 
- wv /\ ets : P . pea) 
ii 2 at ee ah 
ES .. > a ie ae 
/ £ -.* > a ‘ Si re ra 
\ Sy 4 MA , a i pete 5 ¥ Es 
g >, : a ae ee 
: “, et "F “ a ‘ ae ; 
4 ff : rae . Saas 
ee a : * eae 
5 oe ae.” 
Ja Se a ont J Bi iver,’ 
i i “eee if ae 4s 
VA ie as ae PF “aaa 
+ 18 ; a 9 . “a Ae 
oe at } #e | ao 
De ye oS ‘ ap ote 
J? 2 “, an * ; if iter 
“at? — ¢ “Rs, de 
=. “ oY hg Fes ¥ y* ee 
, rg awe ew - ekg. 
: ‘4 ~—_ A * i a ae 
1 ~) A” J e a it oa itn 
a 7 ee “| Yee ee a 
" DAS) See 8 SS Re 
toe, ae _ > * ==, . ed 
~ - Pee. " +, ~ 7a ee 
Wag EN awd oN ‘See 
an 
R ered 
i ME ’ : ! : oe ee 
ets. ee eer eo” nn oe eT aaa Ge ea: | aoe ae ae teesita ‘s ee Wee ee ee a ae 
SS oe eee | ge ARS |p mg a a ee aan je amet = I h 


>. 


prensa om 


ee 


No. 3915. Who Goes to Europe and 
Why. 


The average transoceanic steam- 


is a business execu- 
professional man; age 44 
with an income of slightly over 
$10,000. The other facts about him 
where he comes from, where he 
goes, how long he stays and why, 
and what magazines he prefers 
set forth in Time’s 
study, “A Report on Transoceanic 
Steamship Passengers.” 


ship passenger 
tive or 


are ali new 


No. 3916. Council Bluffs Route 
List 
The Nonpareil, Council Bluffs, 
la., offers a new salesmen’s route 


list covering wholesale grocers and 


druggists in both Council Bluffs 
ind Omaha, and grocers, butchérs, 
and retail druggists in Council 
Bluffs. It. provides seven easily- 
followed routes 
No. 3917. How Iowa Farmers Keep 
Warm 
Wallaces’ Farmer and Iowa 
Homestead offers the results of a 
new study entitled “Iowa Farm 


Heating Survey.” It covers kinds of 
fuel used, types of heating equip- 


ment, makes preferred, recollec- 
tion of brand names, basements 
(finished or not), and whether 
homes have electricity. Figures on 
brand preferences are extremely 


Interesting 
No. 3918. Bayonne as N. Y 
Market. 

Pointing out the advantages of 
N. J., an ideal test 
market for metropolitan New York, 
the Bayonne Times offers the first 
of a series of studies on the move- 
ment grocery store products 
Entitied “A 10 Weeks’ Inventory 


Test 


tjayonne, as 


of 


Note 


Margarine,” the brochure 
cludes a chart showing the weekly 
movement of each brand of mar- 
garine by type of store, variation 
in distribution, if any, advertising 
and point of sale promotion and 
window displays. Other services 
and data are offered 


No. 3920. Rich New Trading Area. 

In its new book, “The Lubbock 
Story an Earthy Romance of 
Pioneering to Riches,” the Ava- 
lanche-Journal Publishing Co. tells 
the population of Lubbock, 
Tex., has doubled since 1940—and 


how 


how, being the only transportation 
hub within hundreds of miles, it 
serves 300,000 people in an area 


larger than New Jersey, Delaware, 
and Maryland combined. Charts, 
statistics, and photographs make 
for easy reading and quick com- 
prehension of essential economic 
facts about this not-too-well- 
known, but booming, area. Oil 


wells, cattle, grain, and more cot- 
ton than is grown in any entire 
state contribute to the spendable 
wealth of the Lubbock territory. 


No. 3921. Selling to the Butter and 

Cheese Industry. 

Not generally realized is the 
fact that more than half of 
the national milk production goes 
into butter, cheese, dry milk, and 
condensed milk- well fab- 
rics, drugs, paints and plastics. In 
a new booklet, “Butter, Cheese... 
and Concentrated Milk Industries 
Markets,” the Butter, Cheese and 
Milk Products Journal tells what 
products these industries buy, what 
they manufacture, and what they 
buy for resale. Interesting charts 
and diagrams show what happens 
“from cow to carton.” 


as as 


Inquiries for the items listed above will not be serviced beyond April 30. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 
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CiTY & ZONE STATE 


MAXWELL 
SERVICE 
& fant of your 
SALES DEPARTMENT 


The 


| OBSCURE SPECIALIST 


GETS JOB OFFERS 


| This little story has to be told in gen- 
era) terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
| two offers from agencies—one at $9,000 
| from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
| who knows? 


HE ADVERT 


ceding publication date. 


NG MA 


Rates: 75¢ per line, minimum charge $3. Cash with order 


T PLACE 


Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
ACCOUNT EXECUTIVE—or man well 
qualified to develop fast into an AE—by 
18-vear-old fully recognized 25-man agen 
cy in Middlewest. Must be experienced in 
all visual media, able to get along with 
varied client personalities, be of proved 
creative and copy ability, and be strong 
administratively and in sales viewpoint 
Excellent income potential; starting sal 
ary open. Write fully and in assured 
confidence 

Box 3642, 


ADVERTISING AGE 


200 E. Iilinois St., Chicago 11, Ill 
An immediate opening for a Managing 


Editer on a National Trade Journal pub- 
lished in the South. Must be thoroughly 
versed in all phases of trade-paper work 
ind have a technical or mechanical back 
ground; some sales experience also help 


ful. Give full details and salary expected 
in first letter. Write 

Box 3661, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lil 


Ask for ELINOR KENT 
Agey Copy-Industrial exp. Idea man. $9500 
Trade Edit-Chem. Engineering exp Open 

Publishing Exper. not required. 
Interior Design-Food store planning. Open 
Agey Copy-Consumer hard lines exp..$3640 
Agey Copy-Know fashion lines to $3380 
Promotional Writer-executive ability.Open 


MONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4 
SALESMAN 


SPECIALTIES & CALENDARS 


Large line Adv. Gifts, Calendars, Greet 
ing Cards, Novelties, etc. Full time or 
ideal tie-in for active agency men and 
space salesmen. High commission. Confi 
dential details in first letter 

Reiniche Advertising Service 

Box 542 
Goshen, Indiana 
Operating Nationally Since 1914 


ADVERTISING ASS'T. Direct Mail $4200 
ADVTG. MGR. Foods Exper to $7500 
Employer Inquiries Welcomed 
SH: AGENCY 

30 W. Washington Chicago 2 

SALES PROMOTION ASSISTANT 
Widely-known Chicago firm has an excel 
lent 12 in its sales promotion and 
advertising department for an all ‘round 
issistant. Prefer a man in middle 
thirties or thereabout who has sales 
promotion experience 


oper 


company. Should be good creative writer 
who can handle sales bulletins, promo 
tional letters, ete., and assist in the de 
velopment of sales incentive plans for a 
national selling organization. Some rough 
layout ability would be helpful; also ab 
ility to handle a considerable amount of 
correspondence and other detail. The need 
is for a general assistant to a busy sales 
promotion and advertising director. Please 
do not answer unless your actual ex 
perience qualifies you for such a posi 
tion. State salary requirement, family and 
draft status, and how soon available 
Write in confidence and interview will be 
arranged to suit your convenience. Send 
recent snapshot if possible. Our empley 


ees know of this ad 
Box 3668, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 4 
Florida Newspaper Has Opening 
For Right Man or Woman 


Top notch layout, copy and idea man or 
woman wanted by one of Florida's finest 
newspapers. Must be fast and be able to 


spark and grasp ideas which can be sold 
by hard-hitting display staff 
Ideal living conditions in a growing Flor- 
ida city. If you have a live in 
Florida, and think you can fill the bill 
please send full details first letter. We 
will ask for samples of work if interested 
Box 3670, ADVERTISING 
200 E. Ilinois St., Chicago 
ADVERTISING 
If you have 


yen to 


AGE 

11, Til. 

SPECIALTY SALESMAN 
established following in 
the restaurant field, we can offer you a 
brand new copyrighted product with ex- 
ceptional appeal for all better restaurants 


an 


Since there is nothing like it on the mar 
ket. it will not conflict with your pres- 
ent line and will pay you substantial com- 
missions. Write details of experience and 


territory covered to 
Box 3675. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


| All-round 


| 


} ability 


with a direct-selling | 


| 


| 


} 
| 


| 


HELP WANTED 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management 
*AND* 


Writers, Publicity, Public Relations, 
dia, Art and Production talent 

THE HONES COMPANY 
Jackson Blvd Chicago 4, 

POSITIONS WANTED 
Copy Chief-A. E. 
ny exp. consumer 
Now with 4A 


Me- 


WE Il 


Heavy agency & compa- 
& industrial accounts 
agency. Age 37 
Box 3665, ADVERTISING AGE 
200 E. llinois St., Chicago 11, Ill 

I'M GEORGE SELGRAT— 
newspaper-publicity man; 
seeking entree to ad field via publicity, 
public relations, promotion or copy 
ing. With City News Bureau, 1935-41 
cago Sun, 1942 & 1946-47; Responsible 
publicity & public relations posts with 
ill. Amer. Legion and Chicago Fair, 1950 
33. married, life-long Chicagoan; want to 
stay there; WW II vet, draft exempt. Now 
inemployed, Fair out of business. 6343 
Winthrop Ave., Chicago 40, Ill 
Editor. Young woman with brains and 
looking for opening on trade mag- 
azine or house organ. Wants perm. job. 4 
exp. and col. ed 
Box 3666, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 

SPACE SALESMAN 

Five experience with top fashion 
magazine covering entire Midwest terri- 
tory from St. Paul to Houston, Denver to 
Cleveland. Presently located in New York 
but preter Midwest. Age 34. University 
graduate. Top references 

Box 3667, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lil 
1 AIN'T HUNGRY BUT— 
IT WON'T BE LONG NOW! 
Out of a job and got the blues 
Got the experience 
An Account Exec. I 
Gotta find work or take 
Poem is corny I'll be the 
Contact me quick for 
Peter DeFelice 
1411 North Urbana 


vrs 


years 


good for youse! 


was till now 
up a 
first to say 
a real resume! 


plow 


St., Tulsa, Oklahoma 
Assistant Account Executive 
Strong contact-follow thru, Former 
A.E.-copy-contact 18 man agencies — 
8 yrs also publicity and 5 yrs. news- 
paper adv. B.A. and M.A. degrees. $5800 

Chicago only. 
Box 3677, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ACCOUNTING-COMPTROLLER- 
OFFICE MANAGER 


on 


Exper. & trained in adv. acctg., office | 
& personnel mgmt. Local agcy refer 
Available immediately 

Box 3673, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

COPYWRITER 

Bright girl-young, talented, experienced 
in wide range of copy-national, retail 
direct mail. Wants stimulating job with 
intelligent people and healthy pay-check 

Box 3674, ADVERTISING AGE 

200 E. Illinois St.. Chicago 11, Ill 


AVAILABLE ADV. MGR.—ACCT. EXEC 


Advertising Age, March 19, 195i 


POSITIONS WANTED 
ADVERTISING SALESMAN 

Young, experienced, capable. Living 

Chicago-Milwaukee area 


in 
Have most to of 
fer in publication field. Advertising back 
ground and contacts might also be inter 


esting to a 
pany 
Box 3671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


REPRESENTATIVES AVAILABLE 
SPACE REPRESENTATIVE AVAILABLE 


printing or engraving com- 


to represent publisher in the 3 states 
with greatest war potential. 18 years ex 
perience in selling to coal and metal 


Now 
Publication 
greater coverage 


mines and general industry markets. 
Manager of Regional 
you interested in 
in the states of Penna., Mich, Ohio, or 
other states working out of Pittsburgh 

Box 3659, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

REPRESENTATION ACROSS 
' BOARD 

Three experienced publishers representa- 
tives have completed arrangements to sol- 
icit and service accounts from New York 
to Omaha. Offices in New York-—Cleve 
land & Chicago. Well staffed. Commission 
basis preferred. Principals know accounts 


and agencies in most fields. Successful 
men with splendid references 

Box 3669, ADVERTISING AGE 

2u0 E. Illinois St., Chicago 11, Ill 
Chicago-Midwest, established, with the 
contacts, the prestige and experience to 
do the best possible selling job for a 
sound going newspaper trade or con 
sumer magazine 

Box 3672, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS 
TIMELY IDEA SUG STIONS FOR YOU! 


Wordybird’s 1951 Idea Guide $2.00 
Roy Jacobs, Post Office Box 12, 
Wash. Bridge Station, New York 33 


NEWSPRINT 
V4 MILLION TONS 

We have A Grade Newsprint 
available with complete Union pro- 
duction facilities including Rotary 
press time for printing— 

Weekly and monthly newspapers, 
house organs, catalogs, annuals, 
and books. 

We will guarantee and contract to 
deliver yearly up to 150 tons of 
stock per account. 

Photo-engravings also; Union- 
made first grade, deep-etched. Mini- 
mum size or 6 square inches, 
mounted; each, copper—$2.35; zinc 
—$1.50. 

PUBLISHERS ASSOCIATES 

W. H. Hershey, General Manager 
Publishing Consultants—Printers 


225 N. Michigan Ave., Chicago 1, III. 
Telephone Financial 6-1019 


WE SEEK 
A Rare Combination 

Managing Editor who is also thor- 
oughly versed in publication layout. 
Field, national; audience, consumer. 
Knowledge of consumer goods mer- 
chandising, and of the building field 
would be helpful. Please reply in 
strictest confidence, giving complete 
outline of experience and statement 
of present earnings in first letter. 

Box 7815, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Sales personality, creative, copy and pro 
duction ability. 16 yrs. in adv. Married 
children, 36, draft exempt. What is your 
offer? 

Box 3676, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il! 
Creative Artist—iayout, lettering, write 
copy. 3 yrs. exp. agency, studio, news- 
paper. 27, wife, child. Relocate 

Box 3678, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

. 
Here is a 


Food-Drug, 


goods, 


confidence, of course 


KEY ADVERTISING — MERCHANDISING EXECUTIVE 


This Seasoned Executive will be a valuable addition to your Management 
Team because he has an unusual background in Administration, Adver- 
tising, Merchandising, Sales and Promotion. 

Wide experience of more than twenty years in Agency and Client 
operations as Group Head and Account Executive 
Director. A specialist in marketing with record of achievement in man- 
agement level posts with Companies well known nationally in consumer 
and service fields. 
personal sales in multi-million dollar brackets. Wide and varied contacts 
(Washington know-how especially), excellent reputation. 

In the vigorous mid-forties, he seeks an assignment in a key capacity 
where his ability and inherent qualities can be employed to mutual ad- 
vantage. Married, college, knows the score. Full details on request 


Box 7820, ADVERTISING AGE, 11 E. 47th St., New York 17, N. Y. 


Advertising and Sales 


Budgetary responsibilities and 


in 


R.C Maxwell Co.Trenton NJ 


WANTED TO BUY 
SMALL AGENCY 
CHICAGO 


We are interested in buying a small 
going agency in Chicago with the 
possible idea of retaining the present 
owners in executive capacity, or if 
present owner has been wanting to 
retire will buy him out. Our own 
business is a little more than we can 
handle. Believe the right man will 
make more money working with us. 
Your letter will be acknowledged and 
held in strictest confidence. This offer 
and the men who make it will bear 
close investigation. Address Box 7817, 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ms 68 —“C;isSCSCSCSCiés 
| InformaticnsonMaaiiaars Dr sist So RKE 
- : oa ins 7 a ' a es — Po 
= PO a 
ee RRR CR NS A SENS I EEN TT TT, 
“ _ 
: a 
é pe 
| Po ee | a 
a 
» po ee 
| ae 
ul 
i 
; 
—— se ss| ed 
‘4 s} 1 — 
oc f ee | naaee 
2 eS 
———————— 
e | | 
- i l | 
; een 
a | 
3 ” } | | 
» | | | | 
: | 
: | 
"; | | 
eee a 
petra seesieanetree ses enn : cic eienenaietieiaemmnnineneimatitieniamnae 
> ‘ 
. ELE eee 
‘ 
‘ 
ee ae - ; : e oa | tee a ess ieee + er a aa — ee 
>) eae a a aly eee ‘ Peet ee eee ee a re. ieee RS: 


Advertising Age, March 19, 1951 


‘Ebony’ Reader Study Shows Brand Liking 


Cuicaco, March 13—A_six- 
month report, prepared by Daniel 
Starch & Staff for Ebony, covering 
market characteristics of Ebony 
readers, has been released by 
Johnson Publishing Co., publisher 
of Ebony, Negro Digest and Tan 
Confessions. 

Reporting the results of 1,854 
interviews, the survey covered 
ownership of such items as cars 
and radios; entertainment, such 
as movies, sports and vacations; 
preference for brands of liquors, 
hats, shoes, medicines and various 
foods, household supplies and cos-| 
metics; readership of Ebony and) 
other magazines; and cost of living 
data. The survey covered the| 


TOP 
PUBLIC RELATIONS 
JOB 


SEEKS A KEY MAN 


Can you write? Can you write in 
a concise and colorful news style 
editors can't tell from staff as- 
signments? 


Can you think? Can you think 
clearly and soundly and to the 
point, on your feet, in a confer- 
ence and at the typewriter? 


Can you plan? Can you take a 
client's problem and interpret it 
in a public relations or publicity 
program that will solve the prob- 
lem? 


Can you meet people? Meet them 
well enough to keep their friend- 
ship and respect as a representa- 
tive of your company? 


In short, are you a public rela- 
tions man who knows all the tools 
of his craft and can prove it from 
experience in depth? 

if you are, and if you can, this 
is opportunity with a capital O. 
This job is in the Chicago public 
relations department of one of the 
best of the big ten agencies. You 
will work under the Public Rela- 
tions Director, but you'll do your 
own writing, your own thinking, 
your own contact work. 


If you qualify the salary is as 
good as the opportunity. Write 
in full. Our own employees know 
of this ad. Your confidence will 
be protected. 


BOX 7822 


Advertising Age 
200 E. Illinois St., 


Chicago 11, Ill. 


FOR SALE 
BELOW CEILING! 


Exceptional ability of young dynamo 
—-now SALES PROM. MGR. multi- 


million budget packaged goods ad- | 


vertiser. HIGHLY CREATIVE, 


March through August, 1950, is- 
sues of the magazine. 


e The report indicates definite 
preferences in the use of certain 
brands in the foods category. Un- 
der cake mixes, Pillsbury led, with 
36.3%, followed by Duff's at 18.3% 
and Swans Down at 18.0%. Dry 
cereals found Kellogg’s margin 
to be considerable—69.0% for 
the company’s various products, as 
against 20.6% for Post's various 
cereals and 12.0% for General 
Mills cereals 

Quaker and Mother's Oats led 
the hot cereals, with 56.7% of the 
women using them; 18.6% used 
Cream of Wheat. In the brands of 
coffee used category, 38.0% used} 


soap used gave Ivory 21.4%, Lux 
15.9%, Palmolive 12.2% and Ca- 
may 12.1%. Face and hand soap 
leaders also were topped by Ivory’s 
20.6% ; next were Lux’s 17.0% and 
Palmolive’s 16.5%. Camay showed 
13.4% and Woodbury, 11.1%. 

In the laundry soap classifica- 
tion, Ivory again led with 23.0%; 
Tide was in second place with 
21.2%, followed by Duz at 7.8% 
and Fels-Naptha at 7.5%. 


s In facial creams, Pond's led with 
33.2%; Avon was second with 
8.2%; Woodbury had 7.6%. Jer- 
gens led the hand creams or lo- 
tions classification with 31.3%; 
Avon and Pond’s were second and 
third, respectively, with 9.4% and 
8.5%. 

Listerine led among brands of 


| well House was next with 14.9%, 


| brands, 
| Parkay 


| ton tea racked up 65.5% 


Maxwell House, followed by 9.6% | mouth wash used, with 73.8%; 
for A&P coffees, 9.5% for Folger’s,| Lavoris was second with 8.4%; 
7.6% for Hills Bros., and 5.6% for| Astring-O-Sol was third with 


| Chase & Sanborn. Nescafe led the 19%, 


instant coffees with 35.1%; Max- 
released a 10-city survey of news- 
and Borden's had 13.5%. stand magazine sales in Negro 


In brands of flour used, Gold 


communities. This is a tabulation 
of circulation in the 10 major Ne- 
gro markets and compares to a 
similar survey issued for the 
month of January, 1949. 

Included are sales at newsstands 
of general, romance, service and 
fashion magazines. Standings are 
reported by average sales per is- 
sue and the percentage of total 
sales in each city. 


Allis-Chalmers Boosts Two 

Chester W. Schweers has been 
appointed director of sales of the 
general machinery division of 
Allis-Chalmers Mfg. Co., Milwau- 
kee. He has been with the division 
for more than 20 years, most re- 
cently as manager of the New 
England region. Merton M. York, 
manager of the Boston district of- 
fice, has been named to succeed 
Mr. Schweers. 


Joins Goodwill Industries 
Hallack McCord, formerly pro- 


Johnson Publishing Co. also has| quction man for Research Serv- 


ices Inc., has joined Goodwill In- 
dustries, Denver. He will have 


charge of acquainting persons in 
the area with the Goodwill pro- 
gram of training and employment 
for the handicapped 


Advertising man to prepare and 
supervise extensive campaign for 
insurance company to secure leads 
for salesmen. Must have record 
of successful results in producing 
keyed returns. Company located 
in Texas, operates in 38 states, 
uses direct mail, newspaper and 
other media to secure prospects 
for life and hospital policies. 
Salary commensurate with ability 
and present earnings. Excellent 
opportunity for advancement. 
Send full details and interview will 
be arranged. 

J. B. Ragland 
Reserve Life Insurance Company 

Dallas, Texas 


Medal showed 36.6% and Pills- 
bury 33.0%. Among margarine 
Nucoa led with 18.7%, 
was second with 15.1%, 
followed by Blue Bonnet at 11.5% 
and Mrs. Filbert’s at 11.3%. 

In pie mixes, Flako was on top 
with 39.4%; in second place was 
Pillsbury, 22.4%; General Mills 
took third with 11.4%. Campbell's 
led canned soups with 91.5%; 
Heinz was second with 6.3%. Lip- 
for first 
place in its category; White Rose 
had 6.0%, Tender Leaf 5.6%, and 
Salada 5.4%. 

The figures on brands of bath 


To a COPY MAN 
Who Wants Broader Responsi- 
bilities — and Less Pressure! 


You're a first class ad maker who has | 
written plenty of good industrial copy 
and likes it. You'd welcome more ad- 
ministrative work—less of the pressure 
and uncertainty of advertising agencies. 

Here’s the opportunity: One of the 
leading manufacturers of heavy in- 
dustrial equipment is leoking for a 
copy chief. Located in Milwaukee 
where you're closer to lakes, golf 
courses and outdoor recreation. 

Requirements: seasoned creative abil- 
ity backed by industrial ad proofs; 
easy familiarity with technical and en- 
gineering subjects; ability to stimulate 
other writers and get along well with 
people. 

If this is the job you want, send a 
concise resume of education, experi- 
ence, qualifications and personal data 
to Box 7816, Advertising Age, 200 E. 
Illinois St., Chicago 11, fu. 


HOW 10 BOOST 
AGENCY PROFITS 


This unit radio-TV department hos 


helped 29 agencies service 54 ac- 
counts more profitably .. . Top 
copy, basic 
jingles, direction-production 

Send for full details today. 

Gordon M. Day Productions 
108 E. 30 St., NYC., OR 9-3595 


drawer sales ideas, 


MAGAZINE WANTED 
Have you a magazine of merit thot 
does not carry all the advertising it 
should? 


developing campaigns to inspire | 
salesmen to SELL—dealers and con- | 
sumers to BUY! Now handling cre- | 


We hove the experience and contacts 
necessary for repeating the spectacu- 
lar success we have made on the pub- 


ation, production, distribution of vast 
variety of advertising-merchandis- 
ing campaigns on nationally known 
brands. Good speaker; personable 
guy. Experience in liquors, foods, 
etc. Age 33. Will make wonderful 
acct. exec.; ad mgr.; sales prom. mgr.; 
or assistant to top man in similar 
capacity. If you're looking for a real 
whip to take over a tough spot or 
to assist overburdened executive, 
WRITE TODAY. 
Box 7819, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


lications we are privileged to serve. 
Our headquarters, Chicago; with 
branches in other cities. Commission 
basis only. Box 7818, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, til. 


Sales-Making Merchandiser 


This man will add valuable executive 
strength to your agency as research direc- 
tor or account executive. Unusual combina- 
tion of market research approach, sales 
planning, presentation ability and promo- 
tional follow-through. Sixteen years’ ex- 


perience in marketing of foods and pack- 

s 

7821, ADVERTISING AGE 
¥ Chica 


aged good 
Box 
200 E. Illinois St. 


go 11, Ill. 


lithographed by 
CONTINENTAL 


One of the many powerful selling messages used by the 
MOTOROLA organization on strategically located poster 4 
panels throughout the country. 


respond instantly. 


Gee, 18 Swe / 


otorola 
| —_— 


Another MOTOROLA 24-sheet poster 


We make them in a BIG way in a BIG plant along with other 
posters of every size and description, window and counter dis- 


plays, car cards, calendars, booklets, folders, etc. etc. 


Contact our home office or any branch listed below and 


experienced men with years of lithographic know-how will 


Continental . 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT © SEATTLE @ PITTSBURGH © SAN FRANCISCO @ LOS ANGELES 
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STANTON HALL AT 
NATCHEZ, MISSISSIPPI 


A Corinthian two-story portico 
torms the imposing entrance to this 
home built in Natchez, Miss. by 
Frederick Stanton, a cotton broker 
It was completed in 1857. The house 
took five years to build. Mahogany 
doors, Carrara marble mantles, 
bronze chandeliers and gigantic in- 
set murrors were all umported from 
Europe on a ship especially char- 
tered for the purpose. Today, such 
tine old houses stand as a reminder 
of the values which resulted from 
honest standards of individual effort 
and enterprise which are part of 
our cherished heritage. It 1s Jahn 
and Olhers consistent aim to 
imcorporate true value in every 


Letterpress or Offset reproduction 


produced tor you 


817 West Washington Blod. 
Chicago 7, Ilinois 
MOnroe 6-7080 


Alexander Stoddart 
of Hershey Dies 


Hersuey, Pa., March 14—Alex- 
ander Stoddart, 62, advertising 
and publicity director of the Her- 
shey Estate’s chocolate and other 
interests, died here today in Her- 
shey Hospital 

Born in New York, Mr. Stoddar( 
entered newspaper work and was 
successively reporter on the New 
York Tribune, city editor of the 
old New York Press and manag- 
ing editor of the New York Sun 

In 1920, he joined General Out- 
door Advertising Co. in New York, 
and wrote the open book ads for 
United States Rubber Co. which 
featured historical landmarks 
along America’s highways. Since 
1934, Mr. Stoddart had been 
sociated with the Hershey Estate 


as- 


He was the author of “Great 
Markets of America,” and con- 
tributed numerous short stories 


and articles to various magazines 


BERGAN A. MACKINNON 

New York, March 13—Bergan 
A. Mackinnon, 71, retired circula- 
tion director of American Home, 
died suddenly March 11 from a 
stroke. A native of New England, 
he was graduated from Harvard 
College and went into the publish- 
ing business. As circulation man- 
ager of the old Pictorial Review he 
increased the circulation from 
100,000 to more than 2,000,000 in 
the early ‘20s 

After the magazine was sold, he 


went into the book publishing 
field. In 1940 he became circula- 
tion director of American Home 


and retired about two years ago. 


ALFRED I. SCOTT 

New York, March 13—Alfred 
Irving Scott, 75, who had pub- 
lished the Carnegie Hall programs 
for more than 50 years and those 
of Town Hall for more than a 
quarter of a century, died yester- 
day after a long illness. He car- 
ried on the business of publishing 
concert hall programs which was 
established by his father nearly a 
century ago 


THOMAS D. NOLAN 

New York, March 12—Funeral 
services were held March 9 for 
Thomas D. Nolan, 50, division 
manager of Bymart Inc., 
manufacturer of Tintair. Before 
joining Bymart at the time of its 


sales 
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Marketing Statistics for 17 New England Areas 
Retail Sales in 1948 (000 Omitted) 


Otticial Bureau of the Census Reports on Retail Sales, from Final Reports of the 1948 Census of 
Business, Now Being Published 


(These figures are printed to 


table “Vital Marketing Statistics for 169 Standard 
Metropolitan Areas,” published by ADVERTISING AGE 
Nov. 27, 1950. At that time, AA pointed out that 
preliminary reports from the 1948 Census of Busi- 
not provide returns from 
minor civil divisions which make up 18 New Eng- 
As a result, the 


ness then available did 


land standard metropolitan areas 


supplement the 


figures printed for these areas were estimated on 


a county basis and were not comparable with the 
figures provided for the other 150 areas. With the 
release of the final figures for Massachusetts, it is 
now possible to provide comparable retail figures 
for 17 of the 18 New England areas. The Census 
Bureau did not release data for the Pittsfield, Mass., 
area as it was defined as a standard area after the 
data was compiled.) 


Furn.ture 
Eating & Gen! Home Fur- Auto- Gas Lumber Drug & 
Food Drinking Mase Apparel nishings. motive Service Burlding Prop. 

Metropolitan Area Total Group Places Group Group Appl 'ces Group Stations Hardware Stores 
Boston $2,261,260 $599,652 $214,290 $362,162 $196,072 $100,597 $257,061 $ 69.984 $100,944 $ 76.005 
Bridgeport, Conn. 266,45: 74,615 21.260 27,682 23,707 16.345 34,290 10.363 21.075 9.728 
Brockton, Mass. 115.163 33,757 8,028 8,380 12,814 5.264 14,501 4.752 6.479 3,267 
Fall River, Mass. 117.211 33,617 8.586 10,001 12,028 11,168 12.611 5.168 6.805 3,357 
Hartford, Conn. 396,377 89.087 29.779 64.440 34,136 20.323 60,193 16.363 24.236 14,970 
Lawrence, Mass. 115.662 33,490 10.226 6,739 15,196 7,453 11.358 5.247 7,636 3,953 
Lowell, Mass. 104.640 31,235 10,346 9,847 9,707 5.174 8.710 4,257 6.138 2.820 
Manchester, N. H. 89.497 26.351 6.110 6.592 7,986 7,635 10,527 2,850 7,378 1,870 
New Bedford, Mass. 120.216 37.459 9.625 13,147 12898 6.482 13,237 4,852 5,994 4.405 
New Britain-Bristol : : 

Conn. 127,720 37,572 10,125 8,081 12,153 8,066 17,163 6,545 7,975 3.613 
New Haven Conn. 262.070 69.554 25.221 19.692 32.399 15.368 31,052 12,188 13,012 9.527 
Portland, Me. 134.179 37.987 6.658 15.687 12.625 7.956 18,391 4.804 7.360 3.724 
Providence, R. I 671,380 177.529 55,781 69,393 67.590 36,367 93,037 27.982 37,668 23,870 
Springfreld-Holyoke 

Mass. 389,191 97.772 31,108 39,343 34,602 23,296 53.618 16,291 28.380 13,163 
Stamford-Norwalk, Conn. 2'7 S. 4 Ase é 21,003 12,967 38,090 10,944 18.817 6.144 
Waterbury, Conn. .. 141,237 37.108 12.601 9,701 16,887 8.485 2u.157 6.250 9.Sev 4.445 
Worcester, Mass. 265.030 72.041 23,181 28,360 28,971 15,066 33.265 11,183 13,453 6,833 
organization last year, he had been WALTER J. ABEL Fishing Contests 
associated with Dana Perfumes, wywaukee. Wis.. March 13— 
und before that with the Helena Walter J. Abel, advertising man- Are Not Lotteries, 


Rubenstein, Schiaparelli, and Hou- 
bigant organizations. 


WILLIAM R. PELKUS 

New York, March 12—William 
R. Pelkus, 48, circulation director 
of Modern Industry, and treasurer 
and assistant to the president of 
Magazines of Industry Inc., died 
March 10. 

Born and reared in Boston, Mr. 
Pelkus was graduated from Boston 
University in 1925. He was suc- 
cessively circulation manager of 
Shoe & Leather Reporter, general 
manager of Parents’ Institute and 
Parents’ Magazine, and circulation 
director of Newsweek, before join- 
ing Modern Industry in 1943. 


He was active in the Hundred 
Million Club, a group of direct 
mail executives. 

MAREK L. WALLIS 

Gastonia, N. C., March 13— 

Mark L. Wallis, 72, who retired 


last October after serving as adver- 
tising manager of the Gastonia 
Gazette for 20 years, died March 


“That REALLY 
puts it up to me’ 


“You will see,” phones the Production Manager to his 
Mat Molder, “that I have tried to specify quality, but 


have left the choice of the mat up to you. 


I made the 


order read, ‘Mats to be deeply molded from stock of the 

highest quality obtainable and baked on the form.” 
“That's just fine,” answers the Mat Molder. “That puts 

it up to me to do the best possible job. And you don't tie 


my hands by telling me how to do it.” 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C. New York 20, N. Y. 


For dependable 
stereotyping. rely on 


fied 


ager of the Catholic Herald Citi- 
zen, died March 9 at the Mil- 
waukee Athletic Club after a heart 
attack. He was 58. He had been 
advertising manager of the Her- 
ald Citizen since 1935, when the 
Catholic Herald and the Catholic 
Citizen were merged. 

Before then Mr. Abel was ad- 
vertising manager of the Herald, 
on the national advertising staff 
of the Milwaukee Journal, and ad- 
vertising manager, for about one 
year, of Pabst Brewing Co. 


O. S. WARDEN 

Great Fats, Mont., March 13— 
O. S. Warden, 85, publisher of the 
Great Falls Tribune and Leader, 
and a director of Associated Press, 
died here yesterday. He also owned 
Station KMON, a printing and 
supply business, and Montana 
Farmer-Stockman. 


Snow Crop and Best Foods 
Push Strawberry Shortcake 

A special campaign now going 
on in New York is that sponsored 
jointly by Snow Crop Marketers 
and Best Foods to show how 
quickly and easily strawberry 
shortcake can be made _ with 
Snow Crop frozen strawberries 
and Presto cake flour. Five full 
pages in four colors are planned 
for the Sunday magazine sections 
of the New York Mirror and News, 
the New York Herald Tribune 
edition of This Week Magazine, 
New York Times Magazine and 
the Newark News. One-minute 
TV spots will run for six weeks 
via WABD. 


Two Name Gottesmann Agency 
Pyro Plastics Corp., Union, N.J., 
and Metropolitan Golfer, a John 


F. Doan _ publication, Newark, 
have placed their advertising with 
Adolf F. Gottesmann Advertis- 


ing Agency, Newark. 


f and cosmetic advertising 


BEAUTY 


a 


ere a 


edisciutes 


| ‘Phe record each month 


of the finest perfume 


Also publishers of DRUG AND COSMETIC INDUSTRY, 


sr * 


Say Postal Officials 


WASHINGTON, March 15—News- 
papers and magazines can sponsor 
fishing contests now without wor- 
rying about the postal inspector. 

The contests are to be exempt 
from postal lottery statutes, ac- 
cording to a notice in today’s 
“Federal Register,” as long as they 
are not conducted for profit and 
are judged on the basis of the size 
and species of catch. 

The change in postal rules was 
made after Congress adopted spe- 
cial legislation legalizing the fish- 
ing contests. Earlier, postal lawyers 
ruled that fishing is luck and that 
fishing contests involving prizes 
are lotteries. 

The ruling was a blow to news- 
papers and sport magazines which 


sponsored or reported news of 

contests. 

Increases Classified Rates 
Fairchild Publications, New 


York, has increased classified ad- 
vertising rates in four categories 
carried by Women’s Wear Daily, 
Daily News Record and Retail- 
ing Daily. The changes, effective 
March 15, are: Amusements, from 
55¢ to 63¢ per agate line (one 
time); restaurants, grills, night 
clubs, etc. (classified display), 
from 55¢ to 63¢; resorts, from 
50¢ to 58¢, and steamships and 
travel (resort page only), 50¢ to 
58¢. 


Test Outdoor Ad Structures 
Engineering Research Institute 
of the University of Michigan is 
conducting research in a wind 
tunnel to study the distribution 
of wind forces on a model out- 
door advertising structure for Out- 
door Advertising Assn., Chicago. 
The results of the test will help 
engineers design plants that can 
better withstand high winds. 
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Druggists Have Big Influence on Doctors’ 
Use of Pharmaceuticals, Survey Shows 


New York, March 13—In addi- | 
tion to the activities of manufac-| 
turers’ detail men, one of the 
important influences in ethical 
drug purchasing is the activity of 
druggists themselves with doctors. 

American Druggist has released 
a study showing just how much 
work with doctors is actually done 
by the retailers. The publication 
found, for example, that 75% of 
the druggists call on their doctors 
one or more times a year. Drug- 
gists in smaller cities are more apt 
to call on doctors than those in 
large ones, and they call oftener 
(43% of the druggists living in 
small cities who answered the 
questionnaire call six times or 
more). 

Doctors consult with druggists, 
too. Because of the enormous in- 
crease in the volume of pharma- 
ceuticals, druggists report that 74% 
are asked about the names of prod- 


52% about who makes a 
59% 


ucts, 
product, 


-leg 
about availability, | 


57% about product form and pack-| 


aging, 65% about dosage, 61% 
about composition, 66% about 
prices. 


The druggists implied criticism | 


of manufacturers’ introductory 
techniques: 68% wanted informa- 
tion on a product before it is an- 
nounced to doctors, 30% wanted 
information at the same 
doctors received it. 
Druggists reported that they are 
often out of stock, that only in 
about 45% of the cases do pharma- 
ceutical manufacturers give the 
composition information needed on 


time | 


MOVIE BROWNIE——Becouse of short 

ages Eastman Kodak has been forced to 

cut the original ad drive for its new 
Brownie movie camera 


New Movie Camera 


their products, and druggists would | Ad Schedule Cut 


like more information on clinical 

tests supporting product claims. 
Product duplication drew the 

druggists’ ire—77% felt that the 


by Eastman Kodak 


Rocuester, N. Y., March 13— 


Spitz Opens New Agency 
William Spitz, formerly a mem- 
| ber of Spitz & Webb Advertising 
|} Agency, Syracuse, N. Y., has 
formed William Spitz & Co., agen- 
cy, at 114 S. Warren St., Syracuse 
Eleanor Bellinger has been ap- 
pointed production manager of the 
new agency. 


Miner Agency Names Trask 


Arthur E. Trask has joined Dan 
B. Miner Co., Los Angeles agency, 
as assistant to Hildred Sanders, 
vice-president in charge of radio 
and television. Mr. Trask was 
formerly with Ruthrauff & Ryan, 
in both its Chicago and Los Angel- 
es offices. 


Two Appoint Fellman Agency 

| Bryn Mawr Blouse Co. and 
Cressida Hosiery Co., both of Phil- 
adelphia, have appointed Leonard 
F. Fellman & Associates, Phila- 
delphia, to handle their advertis- 
ing. 


extra sales do not warrant the in- Eastman Kodak’s new Brownie! Appoints Taylor Agency 


ventory of duplicated products. 


CMQ-TV Begins Operations 
CMQ-TV, Havana, Cuba, began 
operations on March 11. The new 
station, built at a cost of $632,000, 
incorporates “every modern tech- 
nique and design which has been 
developed by the industry.” The 
telecasts will be carried to some 
180,000 viewers in the surrounding 
area. A number of U.S. broadcast- 
ers were among those who at- 
tended opening ceremonies. 


Bradbury Offers Camp Group 


W. B. Bradbury Co., New York, 
publishers’ representative, has an- 
nounced the formation of a group 
of 55 Army and Air Force news- 
papers. The camp papers are now 
under a “civilian enterprise ar- 
rangement” and able to accept ad- 
vertising. 


Appoints McCormick 

G. E. McCormick, formerly man- 
aging editor of the Montreal Her- 
ald, has been named manager of 
the new Montreal office of Editori- 
al Services Ltd., Toronto, public 
relations concern. The new offices 
are located at 1620 University 
"tower Bldg. 


Late 
$S RUBBER CEMENT co. 
SION. MICHIGAN AVE. CHICAGOT ILL. DEPT A 
COMPLETE LINE OF ARTISTS MAIATERIALS 


Roy Larsen Transferred 


Roy E. Larsen, formerly head 
of the packaging division 
Chicago office of Raymond Loewy 
Associates, has been 


yp the | that, “originally, 


transferred | vertising campaign 


movie camera ($47.50 including 
federal tax), said to be “the sim- 
plest movie camera ever made,” is 
now available at retail outlets. 

A company spokesman told AA 
an elaborate ad- 
was planned” 


to New York in the same post. | for the new 8mm camera, but that 
Mr. Larsen, succeeding Bond Mor-| this idea has been “pared down” 


gan, who has retired, is replaced! because civilian 


production 


in the Chicago office by Charles! been cut as a result of materials 
| shortages and demands of the mili- 


Kasak. 


O'Mara Leaves Hooper 

Jack O'Mara, Pacific Coast man- 
ager for C. E. Hooper Inc. 
several years, has resigned. Hoop- 
er’'s New York office said Mr. O’- 
Mara chose to resign rather than 
move to New York “when offered 
a significant promotion requiring 
his transfer to the company head- 
quarters.” 


Marine Paper Raises Rates 


Marine Corps Gazette, published 
by the Marine Corps Assn., New 


York, has raised its advertising 
rates, based on a circulation in- 
crease of 50% since warfare in 


Korea began. The one-time b&w 
page rate for the monthly, former- 
ly $240, is now $375. 


WPIX Expands Facilities 

WPIX, New York, has an- 
nounced plans for a $120,000 con- 
struction program calling for the 
addition of a fourth studio and im- 
provement of present facilities 
The station also is buying new 
| equipment—cameras, microphone 
| boom, video monitors, etc. 


ALL ADVERTISING IS LOCAL! 


RETAIL STORES 
ADVERTISI 


in 1950 


We Feel That This is Our 
BEST SALES TALK 
NATIONAL ADVERTISERS 


INCREASED THEIR 
NG IN THE 


DAILY NEWS 


MORNING 
PAPER 


3.2°% gain 


Other Evening 
PAPER 


4.6% gain 


FOR of the GROCERS IN Metropolitan 
Philadelphia Advertise in the NEWS 


| 


for | 


tary. 

The company first thought i* 
would do extensive magazine and 
newspaper advertising, as well as 
window displays, direct mail, 
pamphlets and heavy business pa- 
per advertising. This concept has 


been “considerably” reduced be- 


| cause of the production uncertain- 


|ible promotion campaign 


ties. 

“We are starting production on a 
small scale,” said the spokesman, 
“and if conditions warrant we may 
switch into higher gear.” 


es While the national program for| 


the camera has been called off, 
Kodak, through J. Walter Thomp- 


son Co., will run “movie-making” | 


ads in Life, Newsweek, The New 
Yorker, The Saturday Evening 
Post and Time. These ads will not 
feature the new Brownie, but will 
carry a picture of the item 
“Because of present uncertain- 
ties,” the Kodak representative 
said, “we have decided on a flex- 
We are 
really playing the thing by ear.” 
The new camera features a fast 
13mm f/2.7 Lumenized lens which 
is set for universal picture taking 
for objects from a few feet away to 
infinity, making focusing unneces- 
sary. The shutter speed is fixed at 
the standard 16 frames per second. 
The only adjustment required by 


the user is to set the lens aperture | 


for prevailing light conditions 


@ Using 25’ rolls of double 8mm 
film, the camera will produce up to 
30 different full-length movie 
scenes on each roll of either b&w 


| or color film. 


Eastman Kodak also announced 
today the availability of the Kodak 
Signet 35 camera, a successor to 
the Kodak 35, which is no longer 
manufactured. Price of the new 


| product is $95, including federal 
| tax. A Kodaslide projector, “partic- 


| tion needs,” 


ularly well suited to home projec- 
was likewise declared 
available, at $24.50. 


|Katz Agency Adds Two 


Katz Agency, national adver- 
tising representative, New York, 
has appointed Frank Fitzpatrick, 
formerly of George P. Hollingbery 
Co., and Charles McAbee Jr., for- 
merly of NBC's spot sales division, 
to its radio sales staff 


Joins ‘Town & Country’ 

Richard D. Gibson has joined 
the advertising staff of Town & 
Country, New York. He will rep- 
resent the magazine in the south- 
ern states. 


has | 


J. B. Taylor Inc., Dallas, has 
been named to handle the adver- 


| 


| 


| 


| 


| 


71 


tising of the Texas Engineering & 
Mfg. Co. The company is planning 
an institutional advertising cam- 
paign, using Dallas newspapers, 
and business papers 


Two Appoint Shanahan 

The San Francisco office of 
James A. Shanahan & Associates 
has been retained as public rela- 
tions counsel by General Monorail 
Corp. and W. C. Tait Construction 
Co., both in San Francisco 


"Build Volume 
at LOWER 
SALES COST 


Door to door Selling—bet 
ter known os DIRECT 
SELLING — is building 
giont volume quickly for 
moanvtacturers 
moy be your answer to 
present doy compiles soles 
problems. Direct Selling is 
fully explained in foscinot 
ng booklet—moiled FREE 
Please write on your let 
terheod 

OPPORTUNITY MAGAZINE 

28 E. Jackson Bivd 

Dept. ASB, Chicago 4, tii. 


many 


Listeners decided it was 
time he had another sponsor 


“IT am very happy to announce.” 


of KGRH, Fayetteville, Ark.. 


writes Fred Stevenson 
“that the Arkansas Western 


Gas Company has signed a 26-week contract for Fulton 


Lewis. Jr.. five-a-week across the board.” 


KGRH had been carrying the program sustaining. 


An 


announcement was made on one broadcast indicating 


that, unless the response justified carrying the program 


as a service to the audience, 


Mr. Lewis would no longer 


be heard on KGRH. “In five days.” Mr. Stevenson con- 
tinues, “we received 796 pieces of mail, requesting that 


we continue the program.” 


Several inquiries from poten- 


tial sponsors were also received. KGRH closed with the 


first, the Arkansas Western Gas Company, after this im- 


pressive demonstration of audience loyalty. 


The Fulton Lewis, Jr. program, currently sponsored on 


more than 300 stations, offers local advertisers a ready- 


made audience at local time 


cost. Since there are more 


than 500 MBS stations, there may be an opening in your 


locality. Check your Mutual outlet 


or the Cooperative 


Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 
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‘ | Coffee Consumption 
Off as Prices Rise: 
Tea Imports Are Up 


WASHINGTON, March 13 — The 
Census Bureau today showed how 
consumption of coffee dropped 
during 1950 as coffee prices shot 
upward 

According to bureau figures, cof- 
fee imports in 1950 were down 
164% from 1949. On a per capita 
basis, coffee consumption for the 
year was 16.23 lbs., as compared 
with 19.74 lbs. in 1949. 

At the same time, the value of 
coffee imports was up 37.4% 

Tea imports for the year were 
0.76 lbs. per person, as compared 
with 0.64 Ibs. in 1947. The 20.6% 
increase in the quantity of tea con- 
sumed resulted in a 17.1% increase 
in the value of tea imports. 

In all, the U. S. imported 2,437,- 
249,926 Ibs. of coffee in 1950, valued 
at $1,090,483,531. Imports in 1949 
were 2,917,232,042 lbs., valued at 


$793,234,073. | 

The 114,569,981 Ibs. of tea im-| 
ported in 1950 were valued at $53,- 
971,123, as compared with 94,962,- 
365 lbs. in 1949, which were valued | 
at $46,055,582. | 


Brides House Ups Drorbaugh 

Wells Drorbaugh Jr., previous- 
ly associate director of merchan- | 
dising services for Brides House 
Inc., New York, publisher of 
Bride’s Magazine and Bride’s Ref- 
erence Book, has been named de- 
partment director. 


Barrett Welch Joins SSC&B 

Barrett F. Welch, formerly di-| 
rector of research for Foote, Cone 
& Belding, New York, has joined} 
Sullivan, Stauffer, Colwell &| 
Bayles, New York, as an account| 
executive. 


| 
| 
| 
| 
| 
| 


Joins Agency Group 

Paulson-Gerlach & Associates, 
Milwaukee, has become a member 
of the First Advertising Agency | 
Group. 


| 


For over twenty-seven years, — 
Radio Station WMC in | 
Memphis has kept its pro- 
grams attuned to the wants 
and needs of its market. 


—~_ This market awareness, this 
» . ~ realization of the program 


of M his and 


r 


=] Mid-Southern listeners, hos 
made WMC a favorite among 
the 800,000 radio homes in 
the Memphis market areca. 
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The Gene Steele Trio 

Another successful example of 
WMC's Memphis Market- 
Mindedness! Gene Steele, dur- 
ing the past thirteen consecutive 
years, has broadcast more than 
3,380 programs for the same 
sponsor, Malone & Hyde, In- 
corporated, wholesale grocers. 
Five times a week, two hundred 
and sixty times a year, his pro- 
gram gets a fine reception in 
thousands of Mid-South homes. 


TARTAN GIRL—This full-color display of McKesson & Robbins’ Tartan Girl will 
appear in more than 12,000 drug store windows this summer. Registering approval 
of the display are Leon Danco (left), McKesson’s product manager for the suntan 


lotion, and Don Berry, the 


McKesson Sets Sun 
Lotion Drive; Ties 
in with Bates, Cole 


BRIDGEPORT, CONN., March 13— 
McKesson & Robbins Inc. is intro- 
ducing its expanded 1951 advertis- 
ing campaign for Tartan suntan 


lotion to the nation’s drug whole-| 


salers with showings of a new 56- 
frame, full-color slide film to- 
gether with a 21-minute recorded 
commentary. 

The facts and figures film fea- 
tures shots of Tartan magazine ads 
scheduled to appear in June and 
July. Full-color ads will run in 


Collier's, Cosmopolitan, Look, Mod- | 


ern Screen, Motion Picture, Movie 
Story, Photoplay, 
Screen Stories, Seventeen, Silver 
Screen and Today’s Woman. 

Ad copy will stress the Tartan 
claim, “Lets you tan, never burn,” 
and will highlight the fact that 
Tartan is the only suntan lotion 
awarded the seal of acceptance of 
the American Medical Assn. 


s McKesson is tying in part of its 
drive with Cole of California Inc., 
Los Angeles, and Bates Fabrics 
Inc., New York. In return for cred- 
it in Tartan ads and display mater- 
ial, both of which feature a Cole 
Tartan swimsuit, Cole has sched- 
uled ads in Good Housekeeping 
and The New Yorker. 

Bates has scheduled insertions in 
Harper’s Bazaar and Vogue, which 
will highlight Tartan lotion and 
Cole’s Tartan bathing suits made 
from a Bates fabric. Cole, Bates 
and Tartan are further cooperat- 


Screenland,,| 


y's od 


r v 


ing in a merchandising drive di- 
rected to leading department 
stores, most of which will feature 
both Tartan and the Tartan swim- 
suit. 

Tartan’s technique in radio spots, 


| initiated last year, will be carried 


through on the saturation level this 
summer. Short spots, using the 
“Sun in safety with Tartan” 
theme, will be correlated with 
weather reports in major cities 
across the country. In this way 
the company hopes to insure con- 


|tact with an audience associated 


with outdoor activities. 
J. D. Tarcher & Co., New York, 
is the agency. 


Buys ‘Pantomime Quiz’ 

Peter Hand Brewery Co., Chica- 
go, has purchased “Pantomime 
Quiz” from Stu Reynolds, Bever- 
ly Hills, for its Meister Brau beer. 
Starting March 13, the half-hour 
show will be carried on WENR-TV, 
Chicago, at 8:30-9 p.m. Batten, 
Barton, Durstine & Osborn, Chi- 
cago, is the agency for Meister 
Brau. 


Joyce Transfers Wright 

Edward A. Wright has been 
transferred from the pattern de- 
partment to the sales department 
of Joyce Inc., Pasadena, Cal. He 
will coordinate the design, mer- 
chandising and sales of the Wm. 
Joyce line of men’s shoes. 


Hapman-Dutton to Paxson 

Hapman-Dutton Co., Kalamazoo, 
Mich., has appointed Paxson Ad- 
vertising, Benton Harbor, Mich., 
to handle the advertising for both 
Hapman Conveyors Inc. and the 
Dutton boilers divisions of the 
company. 


WV AAES 
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—and here's what the sponsor thinks of it! 
"We believe Gene Steele is the most consist- 
ently popular local live radio personality now 
broadcasting in Memphis. Year in, and year 
out, Gene has sold the quality foods which 
we distribute. His record speaks for itself.” 

Signed J. R. Hyde, 
Malone & Hyde 
Memphis, Tennessee 


NBC-5000 
WATTS —790 


W M C T First TV Station in Memphis and the Mid-South 


Owned ond Operated by The Commercial Appeal 
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Magazines Make Strongest Attack 
on Plan to Hike Second Class Rates 


(Continued from Page 1) 
creases embodied in H.R. 2982 (on 
which the hearing is being held) 
been in effect. 


e 4. The Post Office Department 
can cut costs through improved 
methods. Mr. Cole pointed out 


various methods of reducing loss 
(shifting to trucks instead of rail 
in 200-mile radius delivery, higher 


rates for money orders, establish- 
ment of a research department, 
etc.). 


5. What is the real Post Office 
deficit? Mr. Cole pointed out that 
subsidy items, penalty mail and 
free services cost about $160,000,- 
000. He again presented the pub- 
lishers’ argument that if the serv- 
ices of the Departments of Agricul- 
ture and Commerce are considered 
essential, with no accounting made 
of deficits, why should the Post 
Office be considered otherwise? 


a 6. The Post Office Department, 
he said, would not benefit if all 


second class mail were to be 
omitted. 
Mr. Cole introduced a Price, 


Waterhouse & Co. report showing 
that the cost of handling second 
class mail in 1949 was $34,000,000, 
while income from the same source 
was $41,000,000. The Post Office 
Department figures its costs on 
second class at $95,000,000, but Mr. 
Cole cited the fact that one third 
of the $132,000,000 loss on RFD in 
1949 was charged to second class, 
less than the charge to first class, 
despite the fact that 20% more 
first class pieces than second were 
delivered by RFD. 


s 7. Double rates will not mean 
double income. Mr. Cole pointed 
out that an increase on postcards 
from i¢ to 2¢ in 1917 !ed to a 
70% drop in their use, and the 
hasty reinstatement of the old rate. 
Similarly, a raise from 5¢ to 8¢ for 
air mail led to a sharp decline in 


its use. 

Mr. Cole also advocated serious 
consideration of no increase in 
rates, pointing out that even if a 
30% increase were justifiable, 
many publishers would be harmed 
by an increase of that size. “If 
there is an increase,” he said, “it 
should be spread over at least a 
three-year period, to take care of 
subscriptions that have already 
been paid for...” He urged the 
establishment of a joint committee 
of both Houses of Congress, work- 
ing with the postal advisory board 
and with a full time staff of ex- 
perts. Finally he asserted that the 
only time the postal department 
has operated profitably is in time 
of war. Since the U. S. is now ina 
semi-war state, it affords a pos- 
sible “breathing spell” for further 
study leading to a 
lution 
problem.” 


s In passing, Mr. Cole illustrated 
exactly what the proposed in- 
creases would mean to Reader's 
Digest. In 1950, the Digest paid the 
Post Office $2,100,000 or 12% 
its income from the U. S. edition. 
About $700,000 was paid for first 
class mail, much of it for post- 
cards; $500,000 was paid for second 
class mail; and $900,000 for third 
class mail. The new rates would 


increase the postage paid by the | 


Digest by more than $1,500,000, on 
the same volume 
would be the first time the Digest 
had been confronted with a 100% 
price increase in 30 years of opera- 
tion by a supplier. 
suppliers has a monoply such as | 
the Post Office has—and they must 
consider the general welfare of 
those who purchase their mate- 
rials or services. 


why none has ever proposed a 
100% price increase,” Mr. Cole 
commented. 


The proposed increase in post-| 


al rates is larger than the total net | 


National Nielsen-Ratings of Top TV Shows 
Two-Week Period Ended Jan. 27, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes 
Rank Program (000) 
1 Texaco Star Theater (NBC) 6.414 
2 Colgate Comedy Hour (NBC) 4,992 
3 Philco TV Playhouse (NBC) 634 
4 Your Show of Shows (NBC. Crosley) 4.576 

5 Your Show of Shows (NBC. Par- 
ticipating) 428 

6 Your Show of Shows (NBC. Snow- 
crop) 4.309 

7 You Bet Your Life (NBC, DeSoto- 
Plymouth) 4.260 
8 Martin Kane (NBC, U. S. Tobacco) .. 3,994 

9 Toast of the Town (CBS, Lincoin- 
Mercury) 3.962 

10s Arthur Godtrey (CBS, Liggett & 
Myers) 3,814 


Program Popularity” 


*Per cent of TV homes reached in those cities where the program was telecast 


Videodex Network TV Ratings 
Week of Feb. 1-7, 1951 
Copyright by Jay & Graham Research Inc. 


Program Popularity? 
Program 

Texaco Star Theater (NBC. 61") 
Talent Scouts (CBS, Lipton 
Tea, 22*) 
Comedy a & Lewis 
(NBC. Colgate » 
Fireside Theater CNBC P&G. 38") 
Philco TV Playhouse (NBC. 56*) 
Kraft TV Theater (NBC. 39*) 
Your Show of Shows (NBC, Par- 
ticipating, 58*) 
General _— (All four net- 
works. 
Godfrey “i "Friends “(CBS, Chester- 
fields, 49°) 
Studio One (CBS, "Westinghouse. 50°) 
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35.5 


Plymouth. 
tPer cent of TV homes reached in those cities where the program was telecast. 


*Number of cities in which program was telecast. 


Trendex Network TV Ratings 
March 1-7, 1951 


Fight of the Week: Charles vs. 


Walcott (Pabst, CBS) . 60.3 
Texaco Star Theater (NBC) 55.4 
Comedy Hour (Colgate. NBC) 49.6 
Godfrey's Talent Scouts (Lipton. CBS) 45.2 
Show of Shows (Several sponsors, NBC) 42.4 


Homes 
Rank Program (%) 
1 ‘Texaco Star Theater (NBC) 615 
2 Your Show of Shows (NBC. Par- 
ticipating) 50.0) 
3 Colgate Comedy Hour (NBC) 4 
4 Your Show of Shows (NBC, Snowcrop) 48.3 
5 Your Show of Shows (NBC. Crosley) ..47.9 
6 Philco TV Playhouse (NBC) 4 
7 Fireside Theater (NBC, P&G) 47.7 
8 Gillette Cavalcade (NBC) 45.1 
9 Godfrey's Scouts (CBS, Lever Bros.) . 42.9 
10 = Hopalong Cassidy (NBC. General 
Foods) 42.9 
Total Homes Reached 
Rank , Program (000) 
1 Texaco Star Theater (NBC. 61°) 6.399 
2 Comedy Hour—Martin & Lewis 
(NBC, Colgate 58*) 4517 
3 Your Show of Shows (NBC. Par- 
ticipating., 58*) 4.169 
4 = ~Philco TV Playhouse (NBC. 56*) 4,059 
5 Fireside Theater (NBC. P&G. 38°) 3,906 
6 General Eisenhower (All four net- 
works, 44*) 3,557 
7 Costrey. 2. Friends (CBS. Chester- 
fields, 3,519 
S Talent , <x (CBS. Lipton 
Tea, 22*) 3.506 
9 Studio One (CBS, Westinghouse 
50") 3,443 
10 You Bet Your Life (NBC, * DeSoto- 
60*) 3.423 
Fireside Theater (P&G. NBC) 39. 
Martin Kane (U. S. Tobacco, NBC) 36.6 
Cavalcade of Sports (Gillette, NBC) 36.0 
Godfrey & His Friends a veld. 
Toni, Pil os %.0 
Man Against Crime (Camel, ces) . 34.2 


“long-term so-| 
of the whole Post Office | 


of business. It! 


Perhaps that is) 


Wanted: 


were listed in the section, 


will be accepted. 


stated. 


1, 1951, will be listed in a 


tribution. 


Illinois St., Chicago 11, 


Current, Up-to-Date 
Market Data for AA Readers 


The fourth annual Market Data Section of ADVERTISING AGE 
will appear in the May 14 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others 

The data will be described briefly, 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
and readers of ADVERTISING AGE sent 
in requests for more than 25,000 individual pieces. 

Advertising media, associations, 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1950, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 20, 1951. 

Market data material scheduled for publication before Sept. 
“not yet published” 
vided that a 100-word description of each such item reaches 
ADVERTISING AGE before April 20. The description must include 
probable date of publication and any conditions attached to dis- 


| Actual copies of all other material to be listed should be ad- 
of | dressed to the Market Data Editor, 


with any necessary explanatory notes. 


and classified by type of 


trade groups and others are 


If there is a charge, or other | 


tabulation, pro- 
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profit before taxes of the Digest 
|}in the U. S. Noting the argument 
| that it only amounted to “half a 
cent a copy,” he showed that in 
second class alone it meant $540,- 
000 for the Digest, and the RD 
| would have to get $1,000,000 more 
| to pay the proposed increases in 
| the rates on other classes of mail. 


“None of our | 


e The Digest pays a low postal 
rate, he admitted, because it’s 
small, lightweight and carries no 
| advertising. Yet even at present 
rates it saves money by sending 
more than 1,000,000 copies a month 
by other means than postal ser- 
vices. 

Finally, he pointed out that if 
RD had to break its price front, 
| it would have to be a sizable 
|amount, since adding half-cents, 
or one or two cents to its price 
would be impossible. “For maga- 
| zines,” he explained, “there is no 
| place to stop between 25¢ and 
35¢. 

The first sign of a break away 
from the administration plan for 
lan across-the-board increase of 
100% in second class rates during 
the next three years came Thurs- 
day when committee members :n- 
dicated an intention to exempt re- 
ligious publications from whatever 
increase is adopted. 


This concession, which may 


prove an opening wedge for con-| 


cessions to ethers of the so-called 


| non-profit publications, came after | 


witnesses from various religious 
groups testified that increases 
would handicap the distribution of 
| religious literature. 


e After religious publishers, led by 
Rev. Daniel A. Poling, editor of 
the Christian Century, Philadel- 
phia, outlined their problem, Rep. 
Harold Hagen (R., Minn.) sug- 
gested that the committee openly 
recognize the need to subsidize 
publications concerned with the 
promotion of religion. 

Other committee members, in- 
cluding Chairman Tom Murray 
(D., Tenn.), indicated their will- 
ingness to consider an exemption 
for the non-profit religious group 
when the committee sat down to 
write the final bill. 

In the event that the committee 
follows through on Rep. Hagen’s 
suggestion that it formally recog- 
nize the need for a subsidy for the 
religious group, it would be the 


7 first time that a congressional com- 


mittee specified the subsidy prin- 
ciple in a rate statute, though com- 
mittee members concede openly 


that there is ample justification for | 
a postal subsidy for certain types | 
of publications. 


ein a statement the “Con- 
gressional Record” earlier this 
week, one committee member, Rep 
Usher Burdick (R., N. D.), said 
Congress might well specify that | 
$100,000,000 of the second class 
deficit should be written off as a 
“subsidy” to promote education 
and other worth while programs 

In testimony released by the 
House appropriations committee 
Thursday, Postmaster General 
Jesse Donaldson acknowledged 
that it will never be possib'e to 
raise second class rates enough to 
wipe out the alleged deficit of 
$200,000,000. “It could not be 
done,” he said. “It would be pro- 
hibitive, for it would require five 
times the amount of postage pub- 
lications are paying now.” 

While he insisted that he is not 
intent on making “advertising pay 
its way,” he insisted before the 
appropriations committee that 
“they should pay a _ substantial 
amount, however.” 


in 


e “The advertising people have) 
made various estimates as to the 
results obtained from advertising, 
and some of them are satisfied if 
they get one reply out of ten. Some 
say they have to get one out of 
eight. Advertising people have told 
me that they cannot duplicate the 
service they are getting for 4¢.” 

While most appropriations com- 
mittee members pressed for rate 
increases to reduce the drain on 
the federal treasury, Rep. Benja- 
min F. James (R., Pa.) said he was 
loath to see rates increased too 
much. “After all,” he said, “the 
Post Office Department is the only 
department of government where 
every single soul in the entire 
United States has a benefit.” 

In defense of business mail, he 
pointed out: “Advertising in mag- 
azines going out to the farm lands 
and far places makes the people 
aware of merchandise that they 
ean buy to make for more cheer- 
ful living. 

“It creates markets for things 
and markets expand manufactur- 
ing and manufacturers pay taxes 
So that, in the final analysis, the 
deficit is not a dead loss.” 


@ In his appearance before the ap- 
propriations committee, Postmas- 
ter General Donaldson contended 
that publishing is now a billion 
dollar industry, and that many 


| lie 


| @ Earlier 


| Science 


73 


publications no longer perform the 
function Congress had in mind 
when second class rates were es- 
tablished. 

“Publications do not involve 
50% of the media for the dissem- 
ination of information of a public 
character,” he argued. “Radios are 
in the picture and we do not sub- 
sidize them 

“Telephones, telegraph and other 
forms of communication did not 
exist when low second class rates 
were created.” 

The Postmaster General was dis- 
satisfied with the special low rate 
for the fraternal, religious and 
other non-profit publications. 
“Church papers,” he said, “dis- 
seminate information to members 
of the church but not to the pub- 
generally. They all perform a 
service, but the conditions have 
changed so that the rates should 


| be increased.” 


in the week, the post 
office and civil service committee 
heard Benjamin Bogin, vice-presi- 
dent of Conde Nast, and Godfrey 
Hammond, president of Popular 
Publishing Co., Sug- 
gest that the increases be limited 
to 10% over each of three suc- 
cessive years. They also heard 
Charles E. Sweet of Capper Pub- 
lications, Topeka, Kan., warn that 
the 50% increase of the initial year 
would be “far more than gross 
profit before taxes” last year. 

Committee members were criti 
cal of farm publications for maine 
taining subscription rates barely 
above levels established during de< 
pression years 

One member commented: 


“Farmers are a lot better off to< 
day.” 


FTC Moves to Seoul 
Judge’sDecisionin 
Rhodes’ Imdrin Case 


WASHINGTON, March 16—The 
Federal Trade Commission has in- 
structed its general counsel to 
appeal the decision of Judge Wal- 
ter J. La Buy of Chicago deny-) 
ing a preliminary injunction re- 
straining allegedly false advertis- 
ing of Rhodes Pharmacal Co. for 
Imdrin (AA, Feb. 26) 

In asking the injunction, FTC 
contended that the public might 
suffer “immediate and irreparable 
damage” if Rhodes was permitted 
to offer Imdrin as a treatment for 
arthritis, pending the completion 
of commission hearings on Im- 
drin’s value. 

The commission said Rhodes 
“persisted” in disseminating, on a 
national scale, false advertisements 
though the complaint was issued 
in August, 1949 

In denying the injunction, Judge 
La Buy said affidavits filed by 
FTC and Rhodes were “entitled 
to equal weight,” and that accord- 
ingly, he saw no “special circum- 
stance to warrant issuance of the 
injunction.” The commission con- 
tends that its affidavits should 
have been accorded greater weight. 


Harry Berk Becomes Partner 
in Warwick & Legler Agency 
Harry A. Berk, formerly presi- 
dent of Foote, Cone & Belding 
International Comp. has joined 
arwick & Leg- 
ler, New York, as 
a partner, direc- 
tor and vice- 
president. He also 
will serve as 
chairman of the 
agency's plans 
board. 


For 


| 


the past 
nine months, 
Mr. Berk has 
been acting dep- 
uty director of 
the New York 
State Civil Defense Commission, 
working as a volunteer. He will 
continue in this capacity, as well as 
public relations adviser to the 
commission. 


Horry A. Berk 
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YOUR ADVERTISING 
DOLLAR - 


Reach Almost 20,000* Men 
Who Buy for Largest Pack- 
aging Circulation at the 
Lowest Per-Reader Cost! 


@ Sure—pockaging helps the merchan 
dising and sale of all products; but don't 
forget that pockaging is PRODUCTION, 
too! PACKAGING SYSTEMS Magazine feo 
tures articles on NEW machines, NEW 
materials, NEW production methods— 
written with the ‘Plant Slant.” 


@ Reach the men who have the BIG 
VOICE in BUYING and SPECIFYING. These 
are the men who USE the equipment and 
materials YOU SELL. These are the men 
who read and STUDY this magazine's arti- 
cles and ADVERTISING in earning their 
living. And YOU CAN REACH 20,000 of 
THEM—INFLUENCE THEIR THINKING and 


} YOUR SALES—AT THE 


LOWEST PER. 
" READER RATE IN THE PACKAGING-PUB- 
LISHING FIELD! 


WRITE TODAY for a new FACT 
SHEET that shows and PROVES 
that Packaging Systems Magazine 
reaches farther, covers MORE of 
your prospects, hits them harder, 
‘jor fewer dollars, than any other 
smagazine in the packaging-publish- 
rg field! 


and NOW... 
LAST CALL 


HERE'S THE BIGGEST DOLLAR 
STRETCHING OPPORTUNITY EVER 
OFFERED — 


REACH OVER 25,000 READERSt 
EVERY ADVERTISEMENT APPEAR- 
ING IN APRIL ISSUE (Packaging 
Show Number) WILL BE REPRINTED 
WITHOUT CHARGE IN THE PACK- 
AGING SHOW DIRECTORY* 


*Directory is a separate publication 
free and apart from the magazine. 


+Combined circulation of the maga- 
zine and the directory. 


Visit us at booth +730 
National Packaging Show 
—Atlantic City—Apr. 17-20 


PACKAGING SYSTEMS 


ADDRESS INQUIRIES TO: 
648-A Bruce St. 
Ridgefield, N. J. 

MOrsemere 6-8426 


WESTERN REPRESENTATIVES: 
DUNCAN A. SCOTT & CO. 
Mills Building 2978 Wilshire Blvd. 


Son Francisco 4, Cal. Los Angeles 5, Cal. 
GArtield 1-7951 OUnkirk 8-4151 


* Over 20,000 ICCA Monthly Report. 


Rash of Radio, TV 


Cancelations Occurs 


New York, March 14—There 
was an early spring epidemic of 
cancellations in radio and TV this 
week. 

Among the radio programs los- 
ing their sponsors: 

“The Sheriff,” (ABC) by Pacific 
Coast Borax Co. (McCann-Erick- 
son) after several years; Frank 
Sinatra (CBS) —first quarter-hour 
canceled by Bymart Inc. (Cecil & 
Presbrey) as of March 18 (the 
hour show will then be all sustain- 
ing); “Eric Sevareid and the 
News” (CBS), canceled by Cham- 
berlain Sales Corp. (Batten, Bar- 
ton, Durstine & Osborn) after 
April 1; Edward R. Murrow (15 
CBS stations) dropped by Pan- 
Am Southern Corp. (Fitzgerald | 
Advertising Agency) as of March 
30. 

| 
ein the television cancelation 
column: | 

“Lucky Pup’—15 minutes, 
Wednesday (CBS)—by Quaker 
| City Chocolate & Confectionery 
|Co. (Adrian Bauer Advertising 
Agency), off this week; “NBC 
Comics” by Standard Brands (Ted 
| Bates Inc.) as of March 29; “Billy 
Rose Show” (ABC) by Hudson 
Motor Car Co. (Brooke, Smith, 
French & Dorrance) as of March 
27; “College Bowl” (ABC) by 
American Safety Razor Corp. 
(Ruthrauff & Ryan) as of March 
26. 


Names Martha Schwimley 

Martha Schwimley, for the past 
year traffic manager and copy- 
writer for Wank & Wank, San 
Francisco, has joined the Honolulu 
Star-Bulletin as editor of its em- 
ploye publication, “Family News.” 
She succeeds Joyce Langhans, who 
has resigned to join Vance Faw- 
cett Associates, Waikiki. 


Consolidated Names Laurin 
Consolidated Press Ltd., Toron- 
to, has named Cyrille J. Laurin, 
| formerly manager of Canadian 
| Homes & Gardens ana subsidiaries 
| published by MacLean-Hunter 
| Publishing Co., has been named 
|group manager of two Consolida- 
| ted monthlies, Canadian Home 
Journal and Farmer’s Magazine. 


| Gets Park Forest Account 
American Community Builders, 
Chicago, has appointed Howard G. 
Mayer & Dale O’Brien, Chicago, 
| as public relations counsel for the 
| Village of Park Forest, Ill. 


VEGETABLE 


ATEOMANGANINE 


CONTEST DISPLAY—A typical Parkay margarine display featuring the $83,5)0 

consumer contest launched by Kraft Foods Co. to find names for the twins on its 

“Great Gildersleeve" radio show. The display contains special merchandising aids 
prepored for the Parkay contest. 


Kraft Launches $83,500 Contest for Parkay 


Cuicaco, March 13—Following 
a pattern similar to previous Par- 
kay contests, Kraft Foods Co. last 
week launched its spring promo- 
tion for Parkay margarine with an 
$83,500 consumer contest series. 

Using the “Great Gildersleeve” 
radio show as the contest vehicle, 
the promotion will be backed by a 
heavy magazine and newspaper 
advertising program. The contest 
provides for 1,170 prizes, includ- 
ing 20 Ford Victorias, to contest- 
ants submitting winning names for 
twins recently born to Gilder- 
sleeve’s niece. The show is heard 
on Wednesday evenings over the 
National Broadcasting Co. net- 
work. 


@ The first of five contests closes 
March 17, to be followed by four 
weekly contests with the final 


closing April 14. Each week for} 


five weeks the four top winners 


| 


ONS, Wer 
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INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE 


CHICAGO 1. ILLINOIS 


will receive the new 1951 Fords. 
Other winners will receive 230 
prizes each week, ranging from 
General Electric portable dish- 
washers to $10 bills. 


e In addition to a _ four-color 
spread in the March 12 Life, full- 
page, four-color ads are scheduled 
in March issues of Better Homes & 
Gardens, Everywoman’'s Magazine, 
Family Circle, Household, Ladies’ 
Home Journal, McCall's, Sunset 
Magazine, Today’s Woman, West- 
ern Family, Woman’s Day and 
Woman's Home Companion. 

In April, Ebony, Modern Ro- 
mances, True Confessions and 
True Story will be used. The same 
full-page color treatment is sched- 
uled in The American Weekly, 
Parade, This Week Magazine and 
Sunday newspaper comics and 
gravure sections. 

Needham, Louis & Brorby here 
| handles the Parkay margarine ac- 
| count. 


| Bymart Appoints Kalech 

| to New Tintair Position 

Nat Kalech, formerly western 
| regional sales manager, has been 
appointed to the newly created 
position of general sales manager 
of Tintair, home hair coloring, 
manufactured and distributed by 
Bymart Inc., New York. He will 


| establish expanded national sales 
| offices at 677 Fifth Ave., and will 
| initiate a new organizational setup 
of Tintair’s field force. 

Mr. Kalech will work under his 


Phil Kalech Not Kalech 
brother, Phil Kalech, who is sen- 
ior vice-president in charge of 
sales, merchandising and _ sales 
promotion of Bymart. Before join- 
ing Bymart, Nat Kalech was a 
district manager of Colgate-Palm- 
olive-Peet Co., western sales 
manager for Pinaud Co., and a 
sales representative of the Toni 
Co. 


Advertising Age, March 19, 1951 


Promotes New Food Chopper 


Landers, Frary & Clark, New 
Britain, Conn., is introducing its 
new Tab-L-Top Universal food 
chopper in current issues of hard- 
ware and house furnishing papers 
and will use fractional pages 
through October in House Beau- 
tiful, Ladies’ Home Journal, Quick 
and Today’s Woman, as well as 
Nancy Sasser’s Buy-Lines in The 
Saturday Evening Post. Goold & 
Tierney, New York, is the agency. 


Sunny Dawn to Buchanan 
Buchanan & Co., San Francisco, 
has been appointed agency for 
Sunny Dawn tomato juice, man- 
ufactured by Regent Canfood Co., 
an affiliate of Safeway Stores Inc., 
Oakland, Cal. Foote, Cone & Beld- 
ing, San Francisco, formerly ser- 
viced the Sunny Dawn account. 


Promotes Edward McCaskey 

Edward McCaskey, formerly 
division sales manager of Halas & 
Keefe Co., Chicago sales incentive 
concern, has been appointed sales 
manager of the company. He suc- 
ceeds E. C. Gericke 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that in ad- 


dition to outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known feature 
writers and leading comics. 


OUTSTANDING WRITERS 


Drew Pearson Josephine Lowman 


Bugs Baer 

Robert C. Ruark 
Eleanor Roosevelt 
Hedda Hopper 
Alice Hughes 


the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend. 


Walter Lippman 
Ed Sullivan 
Joseph and 
Stewart Alsop 
Henry Mclemore 


* 290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays ... black 
plus one color, Sundays. 


BUFFALO) 
COURIER 
EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 


REPRESENTATIVES 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 
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Advertising Age, March 19, 1951 


Earnings of 


Advertisers 


SHARE 
SALES EARNINGS EARNINGS 

COMPANY 1949 950 1949 1950 1949 
Abbott Laboratories $ 73,505,000 $ 67.552.355 $10,880,301 $10.010500 $291 $ 268 
Alexander Smith & Sons 

Carpet Co 89.209.067 70.196.172 2.281,873+ 1.479.398; 2.05 119 
Automatic Washer Co 3.395.735 2.912.734 46.407 213.398 — -— 
American Brake Shoe Co. —— — 5.939.289 3,987,844 5.17 3.22 
Atchinson, Topeka & Santa Fe 

Railway Co. 522,675.610*' 482.753.947* 82.141.791 50.042.147 31.29 18.06 
Bates Mfg. Co 63,593,473 55.070.425 4,019,731 2.650.259 9.90 6.38 
Carborundum Co 56,683,148 38,714,831 7,530,859 1.475.038 14.79 2.90 
E. I. du Pont de Nemours 

& Co 1,309,528.190 1.031.979.405 307.601.913 213.672.141 6.59 4.52 
Eastman Kodak Co. 461,389, 396.232,518 61.858.957 49.770.699 4.50 3.80 
Elgin National Watch Co. 30,201,247 27.625,889 1.738.973 1.621.759 2.17 2.03 
Gardner-Denver Co. 23,706,461 20.612.946 2,420,764 2.185.483 3.55 3.18 
General Electric Co. 1,960,429.000 1.613.564.000 173.424.000 125,639,000 6.01 4% 
Goodyear Tire & Rubber 

‘0 845.138.051 633.505.978 35.109.355 20.230.520 —— — 
Hewitt-Robins Inc. 23.451.792 19.792.292 1.266.929 628.765 4.55 2.25 
James MacLaren & Co. 10,940,064 9,697,786 466.152 2.055.914 _ —_— 
Liggett & Myers Tobacco 

0. 530.547.285  557.733.433 29.058.230  29.566.693 — -— 

Marquette Cement Mfg 

Co. 20, 365.779 19,784,457 2.791.707 2.491.939 8.11 7.17 
McGraw Electric Co 80,337,000 69,343,976 7.795.000 6.847.720 9.23 8.11 
Minneapolis- Honeywell 

Regulator Co. 109,281,673 72.754.599  12.500,656 8.021.984 4.78 3.03 
G. C. Murphy Co. 150,507,468 141,310,518 9,416,126 9.001.527 468 446 
National Cash Register 

c 170,454,660 167.345.417 12.143.449 = 10,597.298 6.17 5.38 
Dr. Pepper Co —e — 612.600 — —_ 
Rheem Mfg. Co. 74,465,686 49,754,531 4.862.593 2.625.862 475 2.51 
Sangamo Electric Co. 24,497,000 19,705,000 2.105.000 1,392,000 7.15 4.87 
Shell Oil Co 911.484.160 816,427,534 140.905.896 104,461,995 6.69 5.97 
Spiegel 143,516 544 132.776.759 3,302,482 2.037.551 181 101 
Union Bag & Paper Co. 80.374.420 65.488.530 10.897.604 7.486.638 — — 
United Aw Lines 104.094 990 91,553,839 6,429,723 2.249.405 2.90 88 
Wm. Wrigley Jr. Co. 72,154,132 68.490.270 12.035.731 12,409,356 611 6.30 


tCompany says figures are not comparable because of adoption in 1950 of the “‘last-in, first-out" or 
L fo method for determining costs ~f raw woo! and all work im process in the company’s carpet manu- 


facturing operations. 

*Total operating revenues. 

Includes $9,108.845 for retroactive increase in mail 
to Dec. 31, 1949, inclusive 

Net loss 

Net loss after giving effect to $125.00 tax credit 

Based on currently outstanding shares. giving effect 


pay applicable to prior period from Feb. 19, 1947. 


to 10% stock d.vidend paid in December, 1950. 


Ceragraphic Offers High-Speed Silk Screen 
Printing Machine for Printing on Glass 


Newark, N. J., March 14—The 
Cera-fuse Automatic High Speed 
Ampul Printer, a device for prini- 
ing and fusing labels, ink and 
printed material to small glass 
containers, now is being marketed 
in the U. S. by Ceragraphic Inc. 

The equipment, developed by 
Machines Dubuit of Paris after 
years of research, is designed par- 
ticularly for drug manufacturers 
who wish to print labels, names or 
designs in color on glass contain- 
ers. 

The machine is composed of an 
automatic, one-color, silk screen 
printing unit and a furnace fed by 
a conveyor belt. Temperatures in 
the furnace may be raised to 1100 
F., in order to fuse the ceramic 
enamel to the surface of the glass. 

Purpose of fusing the ink to the 
glass, of course, is to protect print- 
ing or labeling on glass which must 
be sterilized by high temperature 
or chemical equipment. 


e Chief advantage of the Cera- 
Fuse Ampul Printer, according to 
its marketer, is economy of opera- 
tion. The entire printing process, 
consisting of feeding stock to the 
machine, inking and _ inspecting, | 
requires only one operator to pro- 
duce at the rate of 3,000 to 5,000 
units an hour. 

In addition, the machine may be | 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


SINCE tez8 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


adjusted to print on any “ampul,” 
from 25mm to 150mm in length— 
or it can be used for printing small 
articles made of plastic, metal or 
wood (if they are not put through 
the furnace). 

Ceragraphic Inc. is offering the 
machine on a direct purchase ba- 
sis. If requested, the company also 
will print job lots in its own plant 

The address is 250 South St., 
Newark 5. 


N. W. Ayer Appoints Two 

James C. Armstrong, formerly 
sales promotion manager of the 
canned food sales department of 
Armour & Co., has joined the plans 
and merchandising department of 
N. W. Ayer & Son, Philadelphia 
Robert Lee Erpenbeck, formerly 
assistant art director of Batten, 
Barton, Durstine & Osborn, has 
joined Ayer's radio and television 
department in New York as as- 
sistant to the television art direc- 
tor 


Boscul Coffee Uses TV 


Wm. S. Scull Co., Camden, N. J., 
is using television for the first 
time to promote Boscul coffee. The 
schedule calls for a participation 
spot on WPTZ, Philadelphia, be- 
tween 4 and 5 p.m., Monday 
through Thursday. The contract is 
for 52 weeks. Partially a televi-| 
sion test, the company may ex-| 
pand its television coverage later 
in the year. Lewis & Gilman, 
Philadelphia, is the agency. | 


Wenger Joins ‘Household’ 

Jack Sellers Wenger, formerly 
manager of the magazine section 
of the media department of Leo 
Burnett Co., has joined the Chi- 
cago sales staff of Household, a 
Capper publication. 


Sell the “HEART” of the Family 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) | 
Write for Market Date Folder A | 
1018 S. Wabash Ave., Chicago | 


DEMONSTRATOR—A 20x14” sample of Allen Rubber-loc rug and carpet lining 


is featured in this display, which is being released to retailers 


Ilustrations from 


Allen Industries’ national advertising ore reproduced against o natural wood back 
ground of the unit, which wos created and produced by Jomes Neal Associctes, 
New York. 


‘Ferns Grow Wild in the Hills’ Says Ad 
Appealing to OPS for Price Relaxation 


SeaTTLe, March 16—Under the 
headline, “Fern Industry of the 
Pacific Northwest CLOSED by 
Order of OPS,” Callisons division 
of L. P. Callison & Sons here took 
1,000-line space in the Washington 
Post this week to plead the case 
for the northwest greens industry 

The advertisement followed six 
weeks of futile efforts by Callisons 
and other shippers in obtaining 
relief of any sort from OPS price 
ceilings, which last week had 
brought the industry to a stand- 
still. Normally, the Northwest sup- 
plies 90% of the ferns used in the 
florist trade in the U. S., and ship- 
ments run at the rate of 130 
refrigerated cars a month at this 
time of year. Car lot shipments! 
ended March 10, Callisons told 
AA, since OPS makes no provision 
for seasonal changes. 


@ Callisons is the greens division 
of I. P. Callison & Sons, long-estab- 
lished shipper of greens and sup-| 
plier of mint oil and botanicals. It} 
is one of about 20 companies in 
the Northwest shipping florist 
greens, and was a pioneer in de- 
veloping this business. 

The advertisement in the Post 
opens with the picturesque line, 
“Ferns grow wild in the timbered 
hills of western Oregon and Wash- 
ington...” Copy tells how this crop 
is harvested by 2,000 people on 
fulltime or parttime work and then | 
goes to the crux of the conflict 
with OPS. In summer, the adver- 
tisement says, when the new crop 
of ferns is ripe, pickers can harvest, 
up to 150 bunches a day and the! 
price reflects that rate. Last Au-| 


same prices for ferns as those paid 
during the last several years with 
month-to-month variations based 
upon crop conditions, and author- 
ity to make sales based upon these 
varying purchase prices 

The company makes plain that 
“we are in full agreement with 
the need for price and profit con- 
trols.” It adds: “The remedy is 
simple—an order from OPS per- 
mitting normal seasonal price 
fluctuations or, as in World War II 
under OPA, exempting all perish- 
ables within the florist industry 
from price controls.” 


@ As a matter of building support 
from within the industry and at 


the same time explaining to cus- 
tomers why shipments cannot go 
forward, Callisons will run the 
same ad next week in three trade 
weeklies, Florist Exchange, Florist 
Review and Southern Florist 
Reprints also will be used as mail- 
ing pieces 

Spencer W. Curtis Co., 
is the agency 


Seattle, 


Rose Appoints Adams Agency 

A. D. Adams Advertising, New 
York, has been named to handle 
the sales promotion, publicity and 
advertising of Rose Co., New York, 
distributor of radio and television 


parts and components. Business 
papers and direct mail will be 
used 

ANNOUNCING... 
fi ’ 


PAVELLE A 
* QUALITY 
* SERVICE NEW 


Ls cost! STANDARD 
in QUALITY PHOTO 
REPRODUCTIONS! 


Laboratories, distinguished for fine 


Pavelle 

quality and service in the photographic field 

is proud to announce a new department 
Industrial and Professional Services 


Whether you need one print or a thousand 


prints, in black & white or color, you'll fing 
extra quality, extra “life” in every Pavelle 
Print. All tones, all values, are faithfully 
reproduced. The most startling extra is direct 
enlargements from ortginal negatives, at the 
lowest prices ever offered for such prints 
For your publicity, displays, sales portfols 
and direct mail campaigns, be sure you 
the very best Pavelle Industrial Print® 
hey cost no more! Write or phone for de 


tails. Better still, why not phone MUrrap 

Hill 2.5665 now! ; 

@ QUALITY PHOTO @ PICTORIAL 
REPRODUCTIONS ENLARGEMENTS 


© COPY NEGATIVES © COMPLETE EXHIBITS 
© ALL BLACK & WHITE OR COLOR SERVICES 
PAVELLE LABORATORIES, INC, 


INDUSTRIAL DIVISION , 
16 East 42nd Street, New York 17, N.Y, 


~<a 


it will pay you 
to pretest 


— 
rf 


. ! > 
gust, for example, the price was @ You can get the same prompt DAYTON 
16¢ a bunch. |answers to your sales and advertis- ~~ ‘ 13 
As the season advances and), . : ' ater of a 
weather becomes bitter. the ad| img problems that these national ad- county wholesale area 


points out, the price advances. vertisers have been getting from 


(Last March, for example, the} 
price was 16¢, and in June 18¢,| 
though Callisons does not cite fig- 
ures in its copy.) 


a very open winter, the Post copy 
recalls, and at that time the “pick- 
ing price and our selling price of 
ferns” was only slightly above the) 


summertime level. Then came high} 


winds, zero temperature and de-|ly audit reports of sales of your 
product and competition . . . tied 
price would have been advanced i with sampling, coupons, displays, 


struction of half the crop. Nor- 
mally, Callisons says, “the picking 


sharply upward to compensate the 
pickers for their loss of produc- 
tion.” 
ceilings, “production is at the van- 
ishing point.” 

Callisons’ plea points out that 
“OPS has been petitioned by our- 
selves, by our senators, and by the 
Society of American Florists with- 
out result.” The company asks for 
“prompt permission to pay the 


Burgoyne store panels. 


® Burgoyne pretesting has been 
pretested by them for years for 
® The OPS price freeze came after you. Have us set up your pretest in 
two or three of the above recog- 


nized test cities. 


@ Have us speed to you the month- —e 


newspaper advertising. 


But under the OPS price @ Tell us what you want pretested 


now. 


combining a wealthy agri 
culture with diversified, 
prosperous industry 


@ World-famous Dayton 
factories: National Cash 
CMC's Frigidaire, Delew, 


Inland Moraine; Chrysler's 


Airtemp; Dayton Rubber: 
Sunshine MeCall’s and 
386 others have invested 


than $150 million in 
plant expansion postwar 


frerage weekly 


wage 
over 370! 
@ Population: City 243, 


108: Market area 607,195 


@ One newspaper ° 
THE DAYTON NEWS 
and JOURNAL HERALD 
combined daily cir. 
205,382. Big 
spendables blanketed! 


culation 


Burgoyne Grocery & Drug JI n des 


FIRST NATIONAL BANK BUILDING « 


CINCINNATI 2 
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Television Robs Audience from Radio, 
ANA Insists in Time Value Study 


(Continued from Page 1) 

scribed by ANA as follows: 

“Every television city in which 
the network has an affiliate was 
listed, and the number of radio 
homes covered by each of these 
affiliated stations was recorded. 

“These coverage figures were the 
result of a questionnaire sent to 
each of the stations concerned. In 
those instances where stations did 


not answer the questionnaire, 


THE LETTER SHOP, Inc. 


sat *s Dearborn St Chicago 5.1 limos 


Broadcast Measurement Bureau 
nighttime audience figures based 
on listening one or more times 
per week were used. Where no 
BMB figures were available, es- 
timates were based on the station’s 
power and frequency. 


e “For each city the number of 
television homes within the 60- 
mile radius as estimated by NBC 
as of April !, 1951, was then 
entered. The use of a 60-mile ra- 
dius instead of the 40-mile radius 
employed in the previous report 
corresponds with the change made 
by NBC during that interval in its 
method of reporting this informa- 
tion. April 1, 1951, was selected as 
being the mid-point of the forth- 
coming six-month period. The 
number of TV homes should actu- 


ally be somewhat fewer in Janu- 
ary and greater, by the same 
token, in June. 


es “It was assumed that each tele- 
vision home previously had been 
a radio home but that, after ac- 
quiring a TV set, it eliminated its 
evening radio listening. The rela- 
tive time value of each station, 
therefore, was assumed to be re- 
duced by the ratio of TV homes 
to claimed homes.” [This is de- 
tailed on a station-to-station basis 
in all TV areas.] 

“In some instances, TV cover- 
age areas are greater than AM 
coverage areas. In such cases, the 
base against which the decline 
ratio was calculated was increased 
to include the entire number of 
families in the 60-mile area, 
again using NBC estimates. The 
figures in the column headed ‘% 
TV to AM,’ therefore, never ex- 
ceeded the ratio of TV-owning 
families to total families in the 
TV area; or in other words, the 


percentage of TV ownership with-| 
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in the 60-mile radius. -, 21 ar. 20 
“These percentage figures were Rat- Homes Rat- Homes 

then rounded off the next lowest ing Using = ing 4 

5% for simplicity’s sake. When ¢¢ wo, 1949 133 349 192 ss 
$ y cost of the  Oct.-Nov.. 1950 ; 

the gross night hourly cost t Sn. xe at 


AM stations in television cities as 
taken from Standard Rate and : ks 
Data Service is reduced in this| ® Using the same list of programs 
fashion as a measure of decline in) and ANA oom ae ae = 
relative values, the over-all meas- pas oval = aoe 1, nee 
ure of lowered time values for "@@ched was charted. 
each of the two full networks is) For 21 CBS nighttime programs: 
19.2% for NBC and 19.4% for Oct. -Nov. Oct. -Nov. 
CBS.” 1949 1950 
2 di : U. S. radio homes 

The ANA starts building its (total) 39.281.000 
case for lower nighttime radio Average of homes reached 
rates by asserting that average) “ing an averge min 
nighttime ratings are continuing to Gross night hourly 

eC > = ata coveri i rate 
decline. Nielsen data covering high Cast ger 2.608 tones 
ranking shows (Jack Benny, Bob reached $7.00 
Hope, Lux Theater, etc.), occupy-| % increase 24.6% 
ing the same time spots during! For 20 NBC nighttime programs: 
the periods covered, are used to) Oct. -Nov. Oct. -Nov. 
prove the point. | 1949 1950 

U. S. radio homes 
Aver. 19 Aver, 16 | (total) 
NBC Shows | Average audience per 
Rat- Homes) broadcast 
as. ing a Average of homes reached 
during an average min- 

16.2 40.0 126 39.2 ute of broadcast 
13.2 338 103 33.4 Gross night hourly 
18% 16% 18% 15%) > rate 


40,700,000 


5,224,373 
$29,360 
$5.62 


4,273,500 
$29,920 


39,281,000 
10.2 


40,700,000 
78 
March-April, 1949 


March-April, 1950 
Per Cent Decline 


4,006 662 
$27,465 


3,174,600 
$27,785 


If you want to sell the whole market, you need to get into homes 

with grade school diplomas, as well as those with college degrees—blue collar 
homes as well as white collar and professional. To do this you need both 
kinds of magazines — Romance magazines like True Conressions, 

as well as Service magazines like Lavies’ Home JourNnat. 


Each month young women buy more than nine million copies of 

magazines like True Conressions. And Starch reports, for instance, that 
through Lapies’ Home Journat you reach only about 10% of 

True Con ressions’ 244 million readers: and even through Lire, you 


reach less than 14% of the True Confessions’ audience. 


Why does it take 
magazines to sell the WHOLE market? 


Because: Different kinds of women read different types of magazines! 


ae 
onfe 


NEW YORK € BOST 


iad 


CHICAGO + DETROUT 
OS ANGELES SAN FRANCISCO yess 


. r 
Ions 


BOTH kinds of 


Sure, True Conressions’ 
readers are different — in many 
ways. But, they are the same 

in this important factor: they all 
buy food, clothing, cosmetics, 
home furnishings and everything 
an American family needs. 


True Conressions - the largest- 
selling romance magazine 

on the nation’s newsstands. 
1,700,000 guarantee, 

(effective August issue) . 


Cost per 1,000 homes 
reached 
% increase 


$6.85 $8.75 
—_ 27.7% 
For 19 CBS nighttime programs: 
March- March- 
April April 
1949 1950 


39,281,000 40,700,000 
16.2 13.2 


U. S. radio homes 
Average audience pe: 
broadcast 
Average of homes reached 
during an averave min- 
| ute of broadcast 
Gross night hourly 
| rate 
Cost per 1,000 homes 
reached 
% increase 


6,363,522 
$28.740 
$4.52 


5.372.400 

$29,360 

$5.47 
21.0% 


For 16 NBC nighttime programs: 


U. S. radio homes 

Average audience per 
broadcast 

Average of homes reached 
during an average min- 
ute of broadcast 

Gross night hourly 
rate 

Cost per 1,000 homes 
reached 

% increase 


39.281.000 40,700,000 
12.6 10.3 


4,949, 406 
$27.465 
$5.55 


4,192,100 
$27,545 
$6.57 
18.4%, 


@ The report charts Nielsen fig- 
ures on hour-by-hour listening to 
radio in November, 1950, in homes 
with and homes without TV. 
These data show radio listening in 
television homes to be greater 
than radio listening in radio-only 
homes from 9 a.m. to 1 p.m., 
falling off progressively after that 
hour from 83% tune-ins between 
1 and 2 p.m. to 31% between 6 
and 7 p.m. 

“During the nighttime hours of 
7 to 11 p.m., an average of only 
6.3% out of 100 TV homes listened 
to their radio sets as compared 
with 34.8% out of 100 radio-only 
homes. In other words, there was 
82% less radio listening in tele- 
vision homes than in non-televi- 
sion homes in November, 1950. 
This figure compares with 83% in 
the first report for the month of 
December, 1949,” it was stated. 

To pin-point television’s influ- 
ence on radio on a city-by-city 
basis, the advertisers used Hooper 
city reports. In the past three 
years, two of radio's most popular 
programs, “Lux Theater” (CBS) 
and Jack Benny (Lucky Strike, 
CBS) have dropped an average 
of 59% and 47%, respectively, in 
five TV cities. At the same time, 
the shows’ ratings were up in non- 
video cities 


@ Hooper’s share of audience fig- 
ures for November and December, 
195Q (6-11 p.m., local time), 
shows TV exceeding AM in (per- 
centages indicate TV’s share of 
total broadcast audience): 

Philadelphia, 70.5%; New York, 
66.4%; Baltimore, 66.1%; Provi- 
dence-Pawtucket, 66%; Dayton, 
64.4%; Detroit, 62.1%; Washing- 
ton, 61.7%; Chicago, 61.4%; Co- 
lumbus, 61.3%; Cincinnati, 61.1%; 
Boston, 60.6%; Buffalo, 60.5%; 
Toledo, 59.7%; Milwaukee, 57.7%; 
Cleveland, 56.6%; Los Angeles, 
56.2%; Syracuse, 54.2%; Atlanta, 
‘ 52.9%; Rochester, 52.2%. 
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FM Broadcasters 
Charge Neglect 
of FM for TV 


Over-production and 
Ignoring TV Markets 
Held to Set Makers 


WASHINGTON, March 15—In the 
course of a torrid meeting with 
set manufacturers here today, FM 
broadcasters charged that FM has 
been neglected and TV over-pro- 
duced. 

One FM broadcaster, Everett 
Dillard of Washington (WASH- 
FM), said the over-production of 
TV has reached such proportions 
that inventories have backed up 
from the retailer and distributor 
level to the manufacturer. 

His charge was punctuated last 
night and this morning by full- 
page newspaper ads of big ap- 
pliance chains offering new 1951 
Admirai and Emerson sets at 40% 
off list price. 

Manufacturers conceded that 
current demand for inexpensive 
FM-AM sets exceeds production. 
They promised to study the FM 
market, but refused to commit 
themselves to a future increase in 
FM output. : 


@ Representatives of the big radio 
firms did not challenge the state- 
ment that TV has been over-pro- 
duced. But their misgivings over 
the immediate outlook for TV 
cropped up again today when 
spokesmen for the manufacturing 
group warned congressional tax 
writers that a proposed increase 
of 15% in the excise tax on TV 
sets might cut sales by 40%. 

In their appeal for consideration 
by the House ways and means 
committee, TV manufacturers 
pointed out that the additional tax 
meant a substantial price boost to 
consumers. 

The distress sales here this week 
were largely expensive TV-phono- 
graph combinations. The Admiral 
sets were in the $550 list category. 
The Emersons were somewhat less 
expensive, and included $277 table 
models for $167. 


@ As first quarter 1951 drew toa 
close, TV production was rocking 
along well above the rate of 600,- 
000 a month, end the sharp cut- 
backs expected late last year still 
seemed to be in the indefinite fu- 
ture. Meanwhile, with the station 
construction freeze still on, there 
was little possibility of new mar- 
kets opening up during 1951. 

They contended that manufac- 
turers have made no survey of 
FM’s possibilities. To underline 
their argument, the broadcasters 
pointed out that GE has entirely 
overlooked Washington, New 
York, Memphis and Wisconsin— 
considered four of FM’s most im- 
portant markets. 

Manufacturers would not agree 
to make the results of their sur- 
vey of the FM market available 
to each other or to the FM broad- 
casters. Broadcasters then deter- 
mined to make their own survey 
by contacting set distributors! 
throughout the country. 

The groups, committees of the 
National Assn. of Broadcasters and | 
the Radio-Television Manufactur- 
ers Assn., agreed to meet again in 
April. 


Thompson Joins Mutual 
William L. Thompson, Chicago 
manager of Broadcasting for the 
past three years, has joined Mutual 
Broadcasting System's central divi- 
sion in Chicago as an account ex- 
ecutive. Mr. Thompson formerly 
was with the Washington Times- 
Herald and Chicago Tribune. 


te ee ee 
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MIXUP—Metaphorical confusion seems to 

hove developed between art and copy 

in this Dublin newspaper ad for Henry 
Ford & Son Ltd., Cork. 


Ad Funds Scant, 
BSF&D Resigns 
Potato Account 


(Continued from Page 1) 
amount that is wholly inadequate. 

Of the $140,000 estimated in- 
come from the potato tax in 1951- 
52 (levied at the rate of l¢ per 
barrel), Mr. Dorrance estimated 
that only $32,700 will be available 
for all forms of advertising and 
display. 

“Under normal conditions,” he 
continued, “$32,700 would just 
about cover the cost of one of our 
yearly Maine Potato Boy displays. 
I hope when the industry considers 
these figures they will realize that 
the potato tax as it stands is sad- 
ly inadequate. 

“While this legislation was orig- 
inally passed to ‘impose a tax of 
l¢ per barrel on potatoes for ad- 
vertising and stabilizing the pota- 
to industry of the state,’ yet these 
funds have gradually been di- 
verted to other endeavors until 
there is practically nothing left 
with which to do the job of sell- 
ing more potatoes to more people 
in more markets. 


s “In recent years, our Maine in- 
dustry has exceeded $100,000,000 
returned to our growers and I 
know of no program in the nation- | 
al field that has a lower pro-| 
motional cost which, for Maine, | 
runs 1% to 2 mills on the dollar 
received, which is even much low- 
er than the Idaho program that has | 
more money to spend and less} 
potatoes to move.” 

In the closing paragraphs of his | 
letter of resignation, Mr. Dorrance | 
pointed out the financial problem | 


| which contributed to the agency's | 


decision to resign the account: 


e “It may interest you to know | 
that the yearly volume we have 
spent for the Maine Potato In- 
dustry over 16 years averaged less 
than half of 1% of our agency's 
national billing per year and yet 
you have enjoyed a service in ex- 
cess of most of our accounts that 
run a million dollars or over a 
year. 

“There are over 3,000 advertis- 
ing agencies in the United States 
and we rank No. 23 on this list 
[see AA, March 5]. You can there- 
fore see that an average of $79,- 
207.01 per year as against our last 
year’s billing of $16,800,000 does 
not justify the effort and service 
we are called on to render on the 
account.” 


Last Minute News Flashes New Allocation 


Nestle Slates Heavy Schedule for Nescafe 


Cotorapo Sprincs, March 16—Nestle Co.'s 1951 advertising for Nes- | 


cafe instant coffee will get into full swing in the next two months with 
full-page or half-page color ads in an expanded list of 11 magazines 
Heavy promotion also is planned on the local level via newspaper ads 


and spot radio in approximately 


150 markets, 


and spot TV where 


available. Cecil & Presbrey is the agency. 


Toni Division Signs ‘Alias Jane Doe’ Program 


Cuicaco, March 16—Toni division of Gillette Safety Razor Co. has| most of the ultra high frequency 


signed a new radio show, “Alias Jane Doe,” 


to replace its Saturday 


daytime (1:30-2 p.m., EST) “Give and Take” program over the Col- 
umbia network, beginning April 7 
Hollywood, will fiil out the CBS Saturday morning three-hour block of 
drama programs. Foote, Cone & Belding is the agency. 


Reynolds Succeeds Holbrook at BBDO Research 


New York, March 
research at National 


16—William Reynolds, 
Broadcasting Co., 


The new show, originating from 


formerly head of new 


has succeeded Richard G 


Holbrook as head of copy and media research at Batten, Barton, 
Durstine & Osborn. Mr. Holbrook, who had been with BBDO since 
1936 before his resignation, said that he is considering a number of 


| projects but has made no decision about the future. 


Ivano Sponge Drive Set: Other Late News 


e@ Ivano Inc., Chicago, manufacturer of Ivalon plastic sponges, nas 


scheduled four-color insertions in Good Housekeeping 


(starting in 


June) and Life, plus newspaper, radio and TV spot advertising in re- 


gional and local markets, for its polystyrene-packaged sponges. Henri, | fic ch 


Hurst & McDonald, Chicago, is the agency. 


Plan Gives 82 
Channels to TV 


| WASHINGTON, March 16—A new 
TV allocation plan, penning up 


| bands for TV, has been completed 
by the staff of the Federal Com- 
munications Commission and sub- 
| mitted to the commission for con- 
sideration. 
Though the plan will probably 
| be released by the commission in 
a few days, it will not result in the 


lifting of the TV_ construction 
|freeze at this time, except in 
| Hawaii, Alaska and other terri- 


tories remote from the interference 
problem which has plagued U.S. 
| television for the past three years. 

Nevertheless, completion of the 
new application will move the 
}ponderous TV “freeze” case into 
| its final phase: A hearing on speci- 
annel assignments to cities 
| throughout the country. With the 


e R. J. Reynolds Tobacco Co., Winston-Salem, will present the | publication of the new table, FCC 
“Camel Scoreboard,” a capsule summary of the day’s game, again this| is expected to allow at least 30 
year following Mutual's “Game of the Day,” starting April 16. A six-| days for interested parties to in- 
a-week feature in 1950, “Game of the Day” this year will be aired as| dicate their intention of discuss- 
an MBS co-op feature Monday through Sunday. “Camel Scoreboard,” 
placed through William Esty Co., will be broadcast daily except Sun- 


day. 


e John Dromey, formerly 


vice-president, associate 


publisher and 


| ing the channel assignments. 


|@ By using at least 70 ultra high 
frequency channels instead of 42, 


| 


editor of International Confectioner, has joined the copy and publicity as proposed in a tentative TV ex< 
departments of Anderson & Cairns, New York. 


pansion plan drawn up by FCC 


‘in July, 1949, the commission 


e Herbert S. Lenz, formerly with Young & Rubicam, has joined J. D.| hopes to increase the number of 
Tarcher & Co., New York, in charge of new business development. 


| stations in the densely populated 


e Jchn A. Mullen, formerly with Sullivan, Stauffer, Colwell & Bayles,| areas such as New England. The 
has joined the radio and television copy department of Maxon Inc., 


New York. 


e Winthrop Brubaker, formerly an account executive of Roger Brown 
Inc., New York publications company, has joined Geyer, Newell & 


Ganger as a copywriter. 


e James G. Cominos, formerly vice-president, general manager and 
radio and television director of LeVally Inc., has joined Needham 
Louis & Brorby, Chicago, as a vice-president. 


CBS Shows Ad Execs 
How Products Look 
on CBS Color TV 


New York, March 16—Columbia 
Broadcasting System has been 
busy this week showing advertis- 
ers what their products will look 
like on color television if the Su- 
preme Court upholds the Federal 
Communications Commission's de- 
cision approving the CBS system 
of color TV. 

In the near future, the Supreme 
Court is expected to review the 
decision of a Chicago federal court, 
which upheld the legality of the 
FCC action on color after Radio 
Corp. of America sought to halt 
the move. Meanwhile, a restrain- 
ing order stays the advent of com- 
mercial color television until the 
high court hands down a decision. 


e Top executives on hand to 
watch colorcasts of their products 
included representatives of Kro- 
ger Co., General Mills, Colgate- 
Palmolive-Peet Co., Canada Dry 
Ginger Ale Inc., Northam Warren 
Corp., Sealtest division, National 
Dairy Products Co., Cannon Mills, 
Bristol-Myers Co., Pond’s Extract 
Co., P. Ballantine & Son, Hudson 
Pulp & Paper Corp., and Man- 
hattan Soap Co. Also, Bulova 
Watch Co., National Biscuit Co., 
Standard Brands Inc., Continental 
Baking Co., Sterling Drug, Owens- 
Corning Fiberglas Corp., Bymart 
Inc., Alexander Smith & Sons 
Carpet Co., and C. H. Masland & 
Sons. 

Lever Bros., Esso Standard Oil 
Co., and Wildroot Co. have a 
color TV date at CBS on Monday 
(March 19). 


Knox, Mazola Run Tie-ins 


color tie-in with Mazola, made by 
Corn Products Refining Co., New 
York, for its monthly promotion. 
Ads, running last week in the 
Chicago Tribune, the New York 
Times and This Week Magazine, 
were headed, “Quick ‘n sure... 
new ‘easy mix’ crust with thrillin’ 


shamrock fillin’,” and featured 
recipes using Mazola and the 
Knox product. Charles W. Hoyt 


Co., New York, is the agency for 
Knox, and C. L. Miller Co., New 
York, services Corn Products. 


Calkins Named Chairman 
of Albert Frank-Guenther Law 


Howard W. Calkins has been 
elected chairman of the board of 
directors of Albert Frank-Guen- 
ther Law, New 
York. He as- 
sumes the duties 
of the late Em- 
met Corrigan. 

Mr Calkins 
joined the agen- 
cy in November, 
1945, and  be- 
came a vice- 
president and 
director early in 
1946. He has 
served as direc- 
tor of the public 
relations department and has been 
actively engaged in financial and 
business advertising 


Howard Calkins 


BAB Committee Members 
Appointed by W. B. Ryan 
Regular committees for Broad- 
cast Advertising Bureau have been 
appointed by William B. Ryan, 
president of the BAB. The list 
Executive committee—Edgar Kobak, 
consultant and owner of WTWA, Thom- 
son, Ga., chairman; William B. Quarton, 
WMT, Cedar Rapids, la.; Robert D. Swe 
zey, WDSU, New Orleans; Louis Avery, 
Avery-Knodel, and network representa- 
tives to be named later. Financial com 
mittee—-Charies C. Caley, WMBD. Peo- 
ria; Walter Evans, president, Westing- 
house stations; Hugh Terry, KLZ. Den- 
ver, and Martin B. Campbell, WFAA, 


Knox Gelatine Co., Johnstown, Dallas 


N. Y., used a half-page, horizontal 


Research and promotion committee— 


cou 


| plan also retains the 12 existing” 
| very high frequency channels, giv- 
ing the nation a total of 82 TV 
channels compared with 12 at pres-— 


ent, and 54 proposed in July, 1949.” 


With the completion of hearings” 
on the proposed allocation, FCC 


would be in a position to begin is-7 


suing construction permits, pro- 
vided the defense program did not 
interfere. A high official told the 
| United Press, however, that he did 
| not expect that the freeze could be 


| off before October. 


. 


: 


- 


se FCC people say any TV grant— 


even on existing channels—starts 
a “chain reaction” 


location table, and that it is there- 
fore impossible to approve any sta- 
tions until the final table is 
| adopted. 

The commission could decide to 
permit stations in Hawaii and 
other distant territories, however, 
as these stations would not cause 
interference with stations in the 
U.S. proper. 


Eugene Katz, Katz Co., and Paul Keston, 
former CBS executive, co-chairmen; John 
F. Patt, Richards stations; Simon Gold- 
man, WJTN, Jamestown, N. Y.; network 
representatives to be named later. Mem- 
bership committee Allen Woodall, 
WDAK, Columbus, Ga., chairman; Ken- 
yon Brown, KWFT, Wichita Falls, Tex.; 
William Beaton, KWKW, Pasadena; Har- 
ry Spence, KXRO, Aberdeen, Wash., and 
Preston Peters, Tree & Peters. 


Radio ‘Quiz Kids’ to Take 
Hiatus Beginning March 25 

Miles Laboratories’ “Quiz Kids,” 
the radio version of which has 
been aired perennially for more 
than a decade, will begin its sum- 
mer hiatus early this year—leav- 
ing the air March 25. While no 
decision has been made, there is 
a possibility that the radio version 
of the show will not return next 
fall 

Principal reasons for the early 
exit of the show are budgetary 
problems and increasing competi- 
tion from sportcasts. Although the 
company’s plans have not crystal- 
lized, Miles’ other radio shows are 
expected to continue. The company 
now is considering adding one or 
more television programs and al- 
ready has intensified its TV spot 
campaign. Wade Advertising 
Agency, Chicago, handles the ac- 
count. 


which might ~ 
completely upset the proposed al- © 
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Stevens Names Miss Berry 
Merry Berry, acting assistant ad- 


vertising director and for three 
years copy chief of Chas. A. 
Stevens & Co., Chicago women’s 


specialty store, has been appointed 
advertising manager of the store 
This appointment follows the res- 


ignation of Mrs. Mary Sharp, 
sales promotion. director. Mrs. 
Sharp's responsibilities will be 


split between Miss Berry and Mrs. 
Elinor Waldron, who has been 
named fashion coordinator. 


Comstock Agency Names 3 

Albert D. McCoy and Donald K 
Beyer have joined Comstock & 
Co., Buffalo agency, as account ex- 
ecutives. Esther Huff has been ap- 
pointed to the newly created posi- 
tion of director of radio and tele- 
vision 


Horton Rejoins NBC 

Frederic L. Horton, formerly an 
advertising account executive of 
the Metropolitan Group, has re- 
joined the radio network sales staff 
of National Broadcasting Co., New 
York. He had been with NBC 
intil 1946 


OAK-HYTEX 


BALLOONS 


Will Also Be a 
Winning Combination 


Oak’s unique animal head bal- 
loons were a natural for pro- 


moting sales on Miller’s Dog 
Meal. 


Your own “bal- 
loon plan” to in- 
crease sales can 
be built around 
Oak items just as 
timely, popular 
and effective. 


We'll be glad 
to show 
you HOW! 


‘The OAK RUBBER Co 


Ravenna.Onio. 


Uprt binda Aaa. TH mim urhe berget 
(Ls spectaliey addition egents 


speciatloy, imc. 336 wes 371 street, chicage, illinois 


CARTOON CAMPAIGN—Typical of the 
series of 25 cartoons created by Ger 
shuny Associates, Chicago, for Specialloy 
Inc. is this trophy room approach. The 
series is running on a daily schedule for 
six months, in American Metal Market. 


Cartoons Solve Ad 


Campaign Problems 
| 


of Specialloy Inc. 


| CHicaco, March 15—The com- 
pany: Specialloy Inc 
| The product: Alloy addition 


agents for highly specialized in- 
dustrial alloys. 

The objective: To create inter- 
est in the company and a diverse 
group of products 

The problem: Alloy addition 
agents have a different application 
with almost every user. Descrip- 
tions of actual uses of the products 
are too involved for small-space 
copy and lack broad interest and 
readability. 


@ The solution: A cartoon ap- 
proach. 
| The medium: American Metai 
| Market. 


Theme of the Specialloy cam- 
paign is that its addition agents 
are a vital part of successful in- 
dustrial metal production. The 
company has decided to conduct 
a six-month campaign, with 125 
insertions—25 cartoons to be re- 
| peated five times each during the 
period. 
| Gershuny Associates, Chicago 
| agency, handles the account. 
Walsh Joins McCann-Erickson 

Frank J. Walsh, formerly copy 
| chief of John W. Shaw Co., has 
|}joined the creative staff of 
| McCann-Erickson in the Chicago 
office. 


Booth to Travel-Go-Round 

John G. Booth, formerly with 
the Marine News Co., has joined 
the New York office of Travel- 
Go-Round Inc. as sales manager. 


Scheduled Airlines 
Plan $16,000,000 
Ad Drive in 1951 


WASHINGTON, March 14—U. S 
scheduled airlines this year plan to 
spend more than $16,000,000 on 
advertising, according to the Air 
Transport Assn 

Most of the money will be spent 
in encouraging passenger traffic, 
with about $8,000,000 set aside for 
newspaper advertising. 

Generally, the association says, 
the majority of airlines will use 
small-space newspaper ads on a 
fairly high frequency basis “for 
the basic job of time and distance 
advertising.” 


@ In addition, however, promo- 
tional efforts for package and all- 
expense tours will be increased 
markedly. 

While newspapers will get the 
greater portion of the advertising 
pie, about $2,000,000 will be spent 
in magazines, and another $2,000,- 
000 is scheduled to go into radio 
and television. 

The association explained that 
the $16,000,000 does not include all 
advertising items for the purpose 
of securing traffic, since there is 
some variation in the manner in 
which scheduled airlines budget 
expenditures and salaries of per- 
sonnel. 


Starts Potato Campaign 
Descutes Potatoes, a cooperative 
group of potato growers in Oregon, 
has started an intensive news- 
paper drive designed to move large 
potato crops. Ads are featuring 
potato recipes, and tie-in advertis- 
ing is being worked out. Pacific 
National Advertising Agency, 
Portland, is handling the account. 


Advances Edward Holmberg 
Edward A. Holmberg has been 
appointed manager of the adver- 
tising department of Consolidated 
Edison Co. of New York Inc., 
New York. He succeeds the late 
Dennis S. Melvin. Since 1946, Mr. 
Holmberg has been manager of 
the appliance promotion bureau. 


Joins Crowell-Collier 

Carl Getchell, formerly with 
the New York Times, has joined 
Crowell-Collier Publishing Co., 
New York, to specialize in adver- 
tising to appear in shopping sec- 
tions of American Magazine and 
Woman's Home Companion. 


GET FACTS NOW ON THE WPLN AUDIENCE PROFILE SURVEY 


FACTS PROVE 


SEND FOR YOUR WFLN 
AUDIENCE PROFILE 
STUDY NOW... 


survey families earn $5,000 to $10,000 
survey families earn more than $10,000 


52% in survey families are college graduates 


of survey house dwellers are home owners. 


1 Mhidadebphi 


ery »* .% “i, 
QOUT AY Hi 


Pinpoint your select market advertising in 


Complete facts 
on 46.6% re- 
turn from 3776 
mailed 71-ques- 
tion question. 
naires 


95.7 
MEGACYCLES Fm 


FOR 


TIME AND RATES 


20,000 
watts 


WRITE 


Philadelphia to the power-packed audience 
covered by Philadelphia's FIRST station for 
fine music and news. Pulse count (July 1950) 
estimates 90,000 listeners. Program Guide 
sales show increase of 40% since July 1. 
Survey respondents report 22.5 hrs. average 
weekly listening time. Survey audience facts 
now available on Banking, Insurance, Auto- 
motive, Vacation, Travel, Retail Buying, etc. 


DEPT. B 
PHILADELPHIA 28 


GET FACTS NOW ON THE WELN AUDIENCE PROFILE SURVEY 
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One sip of 


Guild Wine 


ou} 


ONE SIP 1S WORTH 1,000 WORDS—Wine Growers Guild, Lodi, Cal., has launched 

@ new drive using outdoor posters, newspaper copy, a television program and radio 

spots for Guild wine, featuring the slogan shown here. Guild, Bascom & Bonfigli, 
San Francisco, is the agency. 


What Does One Sip of 


Wine Prove? Former 


San Francisco Agency Partners Disagree 


San FrRANcisco, March 15—Since 
November of last year, Xavier 
Cugat and other personalities have 
been helping Wine Growers Guild, | 
Lodi, Cal., promote its products 
through outdoor posters and the 
slogan: “One sip of Guild wine is 
worth 1,000 words.” 

Guild, Bascom & Bonfigli 
directed the advertising. 

The agency was formed in Octo- 
ber, following a decision by Walter 
Guild and Sidney Garfield to dis- 
solve Garfield & Guild Advertis- 
ing. Guild, Bascom & Bonfigli was 
appointed to handle the Guild wine 
account soon afterward. 


has 


ein February, Sidney Garfield 
& Associates was named to direct 
advertising for Franzia Brothers 
Winery, Ripon, Cal. 

According to Joe Franzia of the 
Franzia wine organization, the 
company had a problem. “What 
can we say about Franzia wines 


The Five Fearless FRANZIA 
Brothers absolutely guarantee 


One Sip of FRANZIA Wine 
Wa le en AORN! 


ONE SIP WILL TELL YOU NOTHING—Fran- 
zia Brothers Winery, Ripon, Cal., now is 
using copy simicar to the above, with the 
five Franzia brothers and the sip will 
tell you nothing theme. Sidney Garfield 
& Associates, San Francisco, has been 
appointed to handle the account 


that hasn't already been said 
longer, louder and maybe better 
by one of our competitors?,” he 
asked. 


“Our new agency pointed out 
that Franzia wines have one 
‘point of difference’—something 


no other wine can claim—and that 
is the five Franzia brothers. 

“The agency agreed that present 
wine copy themes left much to be 
desired and suggested a switch to 
more down-to-earth, relaxed sell- 


ing. We bought it!” 
@ In a short time, Californians 
who had become accustomed to 
seeing the slogan: “One sip of 
Guild wine is worth 1,000 words,” 
were somewhat surprised to see 
Franzia’s new ad copy, which 
read: “The five fearless Franzia 
brothers absolutely guarantee one 
sip of Franzia wine will tell you 
nothing!” 

The relaxed selling approach 
was apparent from the copy, which 
continued: “Don’t take our word 
for it—try Franzia yourself. 
Chances are you'll say ‘It’s wine!’ 
or, if you're the enthusiastic type, 
‘Not bad!’ 

“Maybe we should have our 
heads examined for not insisting 
that Franzia is the world’s finest 
wine (which we think it is)— 
made by a secret formula handed 
down from generation to genera- 
tion (which it isn’t). 

“So now that you have a bottle 
of Franzia wine (or two, we hope) 
serve it with dinner. You might 
even like it. Lots of people do...” 


@ Last week, Wine Growers Guild 
launched a new outdoor, news- 
paper, television and radio drive 
on Guild wines. Through Guild, 
Bascom & Bonfigli, the guild 
scheduled 100-line insertions in 74 
dailies and weeklies in major mar- 
kets for a 12-week period. 

Outdoor showings are planned 
in 93 markets featuring the ‘one- 
sip’ theme, and a new half-hour 
TV mystery, “Front Page Detec- 
tive,” is being aired in Los Ange- 
les, San Francisco, Philadelphia, 
New York, Chicago and Cleveland. 
Radio spots in other markets also 
will be used. 


Bicknell Resigns OPS Post 

Dwight L. Bicknell, acting in- 
formation officer for the Cincin- 
nati district of the Office of Price 
Stabilization since the local office's 
opening Jan. 29, has resigned and 
will return to Dinerman & Co., 
Cincinnati agency. Mr. Bicknell 
had obtained a leave of absence 
from Dinerman after agreeing to 
help set up the Cincinnati OPS of- 
fice. 


Prints Advertising Primer 
“Basic Advertising Facts,” a 
booklet for small business men that 
explains how they can best de- 
velop advertising material—par- 
ticularly direct mail pieces—has 
been prepared by Gordon Carson 
Photography, Franklin Park, IIl. 


now a monthly magazine 


Reaches 250,000 new and expectant 
mothers 


products 

ted by 370 leading stores and 45 major 
diaper services. . 
chandising helps and local tie- 
ins give point-of-sale support. 
Yeu can reach and sell 


through YOUR NEW BABY! 


YOUR NEW BABY 


... just when interest in baby 
and services is at peak! Distribu- 


Speciol mer- 


more 
and expectant mothers 
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Workshop Sessions 
Will Be Stressed at 
NAB Convention 


WASHINGTON, March 14—The 
National Assn. of Radio & Tele- 
vision Broadcasters has announced 
that its 1951 convention, to be 
held in Chicago, April 15-19, will 
be built around five basic work- 
shop sessions dealing with day-to- 
day problems of broadcast station 
operations. The plan to conduct 
workshop sessions resulted from a 
poll of the association membership 
following the 1950 meeting. 

The Monday afternoon panel 
(April 16), titled “Defense Mobili- 
zation,” will deal with three phases 
of the problem: manpower, mate- 
rials and technical phases and pro 
gramming, and will replace the 
customary “FCC-Industry Round- 
table,”"which in the past has been 
conducted as a part of the engi- 
neering conference. This year the 
engineering conference will run 
simultaneously with the conven- 
tion. 

Two panels will feature the 
Tuesday afternoon session—one on 
labor-management problems, and 
one dealing with a discussion by 
top baseball executives and broad- 
casters on the relationship between 
stations and clubs in play-by-play 
descriptions of ball games. 


@ On Wednesday morning there 
will be a special two-hour meeting 
on FM. That afternoon will be giv- 
en over to workshop discussions 
of research and legislation. The 
legislation panel will emphasize 
current taxation problems. Thurs- 
day will be devoted entirely to 
television. 

The convention will be opened 
at 10 a.m. Monday. There wil! be 
a report by Justin Miller, associa- 
tion president, and a principal ad- 
dress by a leader to be selected 
from the field of advertising. The 
annual banquet will be held at 7 
p.m., April 18. All sessions of the 
convention will be held at the Ste- 
vens Hotel. 

Also at the convention, the asso- 
ciation will award certificates of 
merit to winners in its recently 
announced television programming 
contest. 


e The competition, originated and 
sponsored by the group, is de- 
signed to encourage the develop- 
ment of a type of program vital to 


WOW-—Rose Marie Reid, 
swimsuit manufacturer, will be using this 
cartoon in the May issue of Esquire to 
merchandise its full-color, half-page ad in 
the same issue. Caption for the cartoon 
reads: “Wow! Look what they’re catching 


los Angeles 


on page—!" Murray, Dymock, Carson 
Inc., Los Angeles, is the agency. 


the future expansion of television. ' 
The contest will emphasize un-| 
usual productive ideas which are} 
being produced locally on modest 
budgets within the reach of the 
average TV station and sponsor. 

The winning entries, in the form 
of illustrated brochures containing 
pertinent budget, production and 
sponsor-return data, will be on 
display at the convention. 

All programs submitted must be 
locally produced for release by a 
single station. They may be either 
commercial or sustaining. Entries 
are to be sent to Charles A. Batson 
of the association at 1771 N St., 
N. W., Washington 6, and must be 
received no later than April 9. 


Carnation Signs Newscaster 

Carnation Co., Los Angeles, has 
signed to sponsor news man Elmer 
Peterson, Mondays, Wednesdays 
and Fridays, from 6:55 to 7 p.m. 
on KNBH, Los Angeles television 
station. Erwin, Wasey & Co. is the 
Carnation agency. 


Owens Appoints Allvine 

Ear! Allvine has been appointed 
director of television and public 
relations of Merritt Owens Adver- 
tising Agency, Kansas City, Kan. 


<< e™ 
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Holmes Award Announced 

The Los Angeles Advertising 
Women Inc. has announced the 
fifth Frances Holmes Award com- 
petition, open to women in the 11 
western states and British Colum- 
bia. A Lulu will be awarded for 
the best in 14 separate categories, 
and the Frances Holmes outstand- 
ing Achievement Award to the 
entrant chosen as outstanding wo- 
man in advertising in the West. 
The awards will be made April 21 
at the Beverly Hills Hotel. 


Appoints Seelig Agency 

Hotel DeSoto, St. Louis, has 
appointed Seelig & Co., Adver- 
tising, St. Louis, as its agency. 


‘Patterson Calls 
on Advertising 
to Fight Communism 


Des Mornes, March 13—The 
present attempt at world conquest 
by communist aggression offers a 

| serious challenge to advertising as 
a powerful tool for world under- 
| Standing, Graham Patterson, 
| chairman of the board of the Ad- 
| vertising Federation of America 
| and publisher of Farm Journal and 
Pathfinder, told a joint meeting of 
| the advertising clubs of Omaha and 
Des Moines here today. 

| We all know the unselfish and 
effective role advertising played 
in World War II, Mr. Patterson 
said. But today, he continued, ad- 
vertising is offered an even more 
| important opportunity to serve the 
nation, the world and itself. 


es “Every branch of advertising 
can play a part,” he said. “Ad- 
vertisers, advertising agencies, ad- 
vertising clubs, magazines, news- 
papers, outdoor, radio and tele- 
vision—all can contribute to our 
storehouse of talent needed to do 
the job. 

“The world situation today of- 
fers a challenge to advertising... 
Advertising people everywhere 
should join wholeheartedly in our 
nation’s fight for freedom. Adver- 
tising can be a most potent weap- 
on of war.” 


Hathaway Named SSC4&B V. P. 

Clemens F. Hathaway, with 
Sullivan, Stauffer, Colwell & 
Bayles, New York, since 1948, has 
been elected a vice-president of 
the agency. 


Opens New York Office 

Your Dog, published by 
Telegraph Press, Harrisburg, Pa., 
has opened a New York office at 
299 Madison Ave. 


TOTAL AD 


DURING 1950 


| 1st-Oakland Tribune. 26,438,118 lines 


2nd—S.F. 
3rd—S.F. 
4th—S.F. 
5th—S.F. 


é é : 
AMONG ALL NORTHERN 
CALIFORNIA NEWSPAPERS IN 


Call-Bulletin. . 
Source: Media Records 


VERTISING 


... 22,958,223 lines 
16,945,152 lines 


....»+-10,176,924 lines 


eR . & WOODWARD, INC. 


‘National Repr 


atives Including Sunday Magazine 


the J 
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Morris Plan Names Alvord 


Eric P. Alvord, formerly in the 


| San Francisco sales office of Phil- 
| ilppine 
| pointed 


Air Lines, has been ap- 
manager of advertising 

and public relations of Morris Plan 

Co. of California, San Francisco. 


McCann-Erickson Names Ruch 

Walter W. Ruch, formerly staff 
correspondent of the New York 
Times in Detroit, has been named 
director of the department of pub- 
lic relations in the Detroit office 
of McCann-Erickson 


ae 
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WHAT A DIFFERENCE IN 
THE APPEARANCE OF THESE 
TWO DRAWINGS, YET THE 
REPRODUCTION COST OF 
BOTH IS EXACTLY THE 
SAME WHEN DRAWN ON 


CRAFIINT 
DOUBLETONE 


Drawing Papers 


Craftint Doubletone Draw- 
ing Paper contains 2 sepa- 
rate, invisible shading tones. 
These tones are instantly 
“brought up” by simply ap- 
plying special fluids in only 
the places the artist wishes 
them. See Figure 2. Finish- 
ed art, although containing 
two tones of gray plus black 
and white, still reproduces 
as straight line work. This, 
of course, means a big sav- 
ings in reproduction cost. 
Craftint Doubletone Papers 
are available in 17 different 
patterns to accommodate 
drawings for same size or 
standard reductions. 


Write today for pattern 
chart and further informa- 
tion. Craftint Doubletone is 
sold by your local Craftint 
dealer or direct, 


THE CRAFTINT MANUFACTURING CO 
1227 East [52nd Street © Cleveland 10. Ovo 
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“Sales of our products in the South are 
showing a healthier increase than in any other 

* segment of the national market. Since the 
bulk of our goods are sold for use in the home, 
this seems to indicate a great improvement 

in the economic status of the people of the 

’ Southern states. We have been particularly 
impressed by the sales figures in the agri- 


cultural areas.”’ 


ERRETT M. GRABLE, President 
The Aluminum Cooking Utensil Co. 


“One of the major contributions to- 
ward the economic progress of our coun- 
try, in the last decade, has been the tre- 
mendous growth of the rural South. 
Southern farmers represent a vast and 
expanding market. We have greatly in- 
tensified our activities, to reap the 
benefits of this rich new sales potential. 
We look to the rural South for contin- 
ued economic progress.” 


H. C. BONFIG, V. P. and Director of Sales 
Zenith Radio Corporation 


“One has only to travel through the 
South’s farm lands to see unmistakable 
evidences of sound growth and continu- 
ing progress—new farm machinery, new 
farm homes, new uses for farm lands. 
The South’s upward swing in agricul- 
ture and in industry is reflected on every 
hand. 1951 marks our Golden Anniver- 
sary. The faith shown by our founders, 
50 years ago, has been fully justified.” 


R. S. LYNCH, President 
Atlantic Steel Company 


What makes a magazine move ahead fast? 


When a big market makes great gains in buying power, a large 
volume of advertising moves into the magazine that dominates 
that market. 


That’s why the March issue of The Progressive Farmer 
sets a 65-year record, in advertising linage, in adver- 


en . tising revenue, and in circulation. That’s also why The 
Progressive Farmer has surpassed all other farm mag- 
MORE THAN 1,170, azines in advertising linage gains for the six-year 
SOUTHERN period since 1944. 
FARM F AMILIES During the last decade, the South’s annual cash farm income and 
. the yearly volume of advertising in The Progressive Farmer have 


both MORE THAN TRIPLED! Where else can you find such a remark- 
able record of progress by a magazine and the market it serves? 


Your advertising in The Progressive Farmer is your direct route 
to sales in the rural South where 1951 farm income promises to 
greatly exceed that of any previous year. 


~ Advertising Offices: BIRMINGHAM* RALEIGH*MEMPHIS+ DALLAS 
NEW YORK *CHICAGO* Edw. S. Townsend Co., San Francisco, Los Angeles 


TH rhe Progressive Farmer 
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